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It's Toyland Time now... 


Time for planning your firs 
m4 Christmas decorations — your Toy 
=" land windows and Toy Department 


interiors. 


© And just in time to put the sparkle o 
Santa's wink in the eyes of the knee 
geo) 

pants and pig-tail set (and Mom anc 
Pop's, too!) is this Peppermint-Stick To 





Soldier series from Schack's — part of c 
great Christmas line designed to hel 
your 1954 holiday presentation be the 
best yet. 








2516 Armitage Avenue e Chicago 47, Illinois e HUmboldt 9-2516 
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Showmanship in Selling 7azs yg 
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SHOWMANSHIP 























Christmas 
let's 
have 








ATTRACT ’EM... STOP ’EM 
ENTERTAIN ’EM 


and you have a better chance to GY ol, l oom 





Write or wire to have our 


ae Representative call on you 


— th ALSO 15 IN. X 90 IN. CLOWN COMURAS 
4 W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation * Demonstration * Displays « Exhibits 
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Editor's Comment 


Furniture Store Display With An Unusual Touch By Helen C. Hicks 
Spectacular Store-Wide Promotions At Meier & Frank 

By Mabel C. Olson 
New York Turns To Outdoor Themes By Virginia Roehl 
Promotions Coming Up By Louis Gehring 
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THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 2050-2051, CINCINNATI 1, OHIO 
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OUR NEXT ISSUE 


A complete account of the Display 
Clinic and NADI Market Week will 
appear in the July-August issue (see the 
explanation on page 16 why the peculiar 
dating) . . . along with several special 
articles on various phases of display, 
and the customary reports from New 
York City, Chicago and Los Angeles. 


THE COVER 


This display is the work of Reed 
Schlademan, The Fair Store, Chicago 
. . « (Full-color photograph by Fred 
Kuehn Studios, Chicago.) 


EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Silverblatt, Manager 

R. C. Kash, Editor 

Robert Silverblatt, Advertising Manager 
John Gilker, Circulation Manager 

Jim Tupper, Art Director 

John Mendell, Production Manager 


Eastern Office 


20 West Tenth Street, New York City. 
Phone GRamercy 7-7277. 


e 
SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the 
United States and Canada. To foreign 
countries, $5.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 50 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date: other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


Member 


ABP 


Associated 
Business 
Publications, Inc. 
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Audit National 
Bureau of Association of 
Circulation Display Industries 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 

















- xu FAMOUS FACES 


fe a on Many Exocuan mannequins 


Some Recent Brosnan Mannequins 


have been given the faces of current public favorites... 


A well-known Beauty 


sculptured for Bergdorf Goodman 


A famous Cover Girl 


sculptured for Saks Fifth Avenue 


A certain Actress 


sculptured for B, Altman 





These women have become prototypes / 
of the mid-century standard of feminine beauty. 
Their features were chosen 
only after a careful consumer survey 
showed them to be national favorites. 
Mannequins sculptured 
with their much-admired faces 
naturally attract shoppers sooner 


and hold their interest longer. 





She CHEILIN DOS COLD MINE, 
(is site Show that ft«) Sfore Preculire 


ean afford fo muss, 
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498 Seventh Avenue, New York 18 ¢ Dot Williams, president 





Mary Brosnan Mannequins ¢ Durabelle Plastic Mannequins «¢ Pacifie Promotions 





EATON “Velvet 


Green as Grass and 
Just as Natural 


11 SIZES 
6 COLORS 


Sold only thru recognized Display Jobbers 











EATON BROTHERS CORP. 


HAMBURG, NEW YORK 











YOU CAN MASTER DISPLAY SPACE, 
TIME and DESIGN 


with 


DECA-POLES (Pat. Pending) 
In the NEW Fibreboard Module Deca-pole 
In the Unmatched Steel Deca-pole 


MODU-AIRES 


Interchangeable frames, panels, shelves and legs! 


SELF-PAK EXHIBITS 
In Special Designs just for Your Needs. 
No Storage problem, No time-consuming unpacking 
and re-packing. The Ideal Exhibit. 


Lithographed Displays . . . Individual Displays . . . Exhibits 
itinerant Units . .. Motion Displays . . . Point of Purchase Units 


all products of 


ADVERTISERS DISPLAYS & EXHIBITS INC. 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 











IMPORTED ITALIAN 
HOLLY WREATHS 


Lycopodium Wreaths and Roping, Flocked 
Wreaths, Ropings and Foliages. Flame re- 
tardent paint is used on wreaths. 


WRITE FOR FREE CATALOG 


JONES 
The Holly Wreath Man 


BOX D26—RD 2 MILTON, DEL. 


Many Jobbers Buy From Us — Why 
Not Buy For Less From The Maker? 
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The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


ee 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 
@ Easily holds 12 copies 

@ Keeps copies clean 


@ Handy for reference 
$300 


Exchange regulations permit the acceptance 


of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 


each postpaid 
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“Signs Like this...... \ 
Move Merchandise 








“Best thing we ever had for pro- — signed for stores that require a limited 
moting sales” .. . “paid for itself number of signs 7” x 11” and smaller. 
in the first 3 months” say present Compact 24” x 26” x 20”... Low 
users. This model MR/11 was de- Cost $191.95. 


Line-O-Scube 


THE MORGAN CO., 3984 AVONDALE AVE., CHICAGO 41, ILL. 


Showing in Room 631, Hotel New Yorker, New York City Write for sample signs and 
June 19 to June 23 inclusive complete catalog with prices. 


SUNE, 19394 





G@ne-esler one side ...a second 
color on the reverse side... 
that’s the big news in wallboard. 





Yes, double-color is yours to offer customers with DUO-TONE, the 
newest pre-decorated wallboard in the complete Plastergon line. 


DUO-TONE is available in 4 colors: twilight rose, ivory, suntan, and 
seafoam green. And you can have these colors back to back in any 
conceivable combination for Plastergon makes them all. 


Consider what such a color line means to your customers, New 
decorative schemes are possible. New colors can be added to homes, 
offices, and displays. Furthermore, you can offer these many colors 
with less storage space because as few as two different boards can 
enable you to offer all four colors. 


DUO-TONE is four-ply, 3/16” thick and is offered at no increase in 
price over plain board of the same specifications as our Economy 
brand. It’s available in panels 48” wide and from 6 to 12’ long. 


SEND FOR SAMPLES TODAY 


~ 


4 BASIC COLORS—BACK 
TO BACK 

Seafoam green, suntan, twilight rose, 
and ivory 


6 COMBINATIONS 

Seafoam green and suntan—seafoam 
green and twilight rose—seafoam 
green and ivory—ivory and suntan— 
ivory and twilight rose—twilight 
rose and suntan, 


NO PRICE INCREASE 
You pay no more for Duo-tone’s back 
to back feature than for plain board. 


A COMPLETE COLOR LINE 
WITH LESS SPACE 

Offer all four colors with only two 
boards. Choose your own combinc- 
tions—save space. _ 


MAMMOTH, 1/4” pebbled wallboard ¢ PERFECT-O-CELL, 3/16” pebbled wallboard « BUCKSKIN, 1/10” pebbled wallboard 
DUO-TONE, two colored wallboard « ECONOMY, ivory finish wallboard « EBONY, 1/8” asphalt board « LOCKAIRE, 
1/2” and 25/32” asphalic board « LOCKAIRE PAINTCOTE, 1/2” insulating board « BUDGETAIRE, 5/16” insulating board 


PLASTERGON PRODUCTS 


DISPLAY WORLD 
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AFTER YOU COMPARE 
YOU’LL AGREE 


Showcard Machines 
lead the field... 


Regardless of price, you cannot buy equipment that is better- 
in-all-ways than Showcard Machines. Their ingenious method 
of type set-up gets jobs done fast, yet asks no special skills or 
experience. They offer all the flexibility of layout, type faces 
and color you could want, yet keep your sign costs ata minimum. 

Showcard Machines are available in sizes for all require- 
ments. Construction is so rugged and trouble-free that each 
machine carries a full five-year guarantee. Make sure you get 
all the facts and we are quite sure your choice will be the 
Showcard Machine. 


WRITE TODAY FOR FULL DETAILS 


1196 MERCHANDISE MART | 
CHICAGO 54, ILLINOIS 
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BEFORE YOU 


_ INVEST 


] 
- 


DISPLAY WORLD 

















the only 
totally new 








mannequin 


SINCE \\ i. Gan Os OO eee be 


Once in a lifetime something happens in an 3. Totally new mechanized arm and hand 
industry that outranks everything that has gone fittings. 

before. Something so revolutionary that it 

staggers belief! 4. Featherweight construction! 


Such a thing is Frankel's totally-new, machine- 5 
molded plastic mannequin...the only mannequin 


. All clear plastic-molded base at no extra cost! 


ever designed with all these sensatidnal advantages: 6. Beautiful portrait finish by the country’s finest 

|. Perfect uniformity in modeling! artists. 

2. Perfect Action-Waist mechanism at no extra. 7. No surface-checking. No chipping. 
cost! No maintenance costs! 


compare! 


Compare these with every mannequin on the market selling 
at far higher prices. The simple fact is that these new manne- 
quins set completely new standards in beauty and function. 


Yet the price is only $9 7° 


No printed word can do full justice to the advantages and 
the tremendous values. You must see them for yourself. 


i 


M SEE THEM at the New York Display Show 
and in our New York showrooms. Or write 


for photos! 193 SEVENTH 


SINCE 1888 NN ’ 


fF RANKEL 


7 ere 





Frankel Display Fixture Co., Ine. 
Frankel Plastic Molding Co.. Ine. 
Frankel Plastic Corp. 


AVENUE, NEW YORK. 18. N.Y. 
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DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1954 
got under way January 15. Decide now 
to take part. There are 98 merchandise 


and service classifications, and every dis- 


playman is eligible for the plaques and 
awards. This Fifth 
Display Contest — with 306 awards — will 


medal International 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 














CLASSIFICATIONS 


. Women's and Misses’ eve- 36. Notions. 

ning wear . Linens, bedding. 
. Women's dresses. . Furniture. 
Women's sportswear. . House furnishings. 
Women's coats, suits. . Paints, Wallpaper. 
Furs. . China, glassware. 
Bridal display. . Silverware. 
Lingerie. . Toys. 
. Millinery. . Luggage. 
Women's footwear. . Sporting Goods. 
. Women's hosiery. . Musical instruments. 
. Handbags, umbrellas. . Radios, television sets. 
. Women's gloves, accessories. . Gift novelties. 
. Jewelry. . Books. 
. Handkerchiefs, blouses. . Stationery. 
. Corsets, surgical garments. . Greeting cards. 
. Women's bathing suits. . Drugs. 
. Cosmetics, perfumes, etc. . Tobacco, smoking 
. Children's apparel. equipment. 
. Children's footwear. . Groceries. 
. Children's hosiery. . Candy. 
. Infant's wear. 
. Men's clothing. 
. Men's shirts. . Ranges. 
. Men's neckwear. . Laundry equipment. 
. Men's hats . Lamps. 
. Men's shoes. 
. Men's socks 
. Men's underwear. 
. Men's swim suits 
. Men's sportswear. 
. Men's toiletries. 
. Men's robes. 

Men's evening wear. 
. Men's gloves 
. Yard goods. 


—SO~emsueuvawn — 


a 


. Refrigerators. 


-A. Major appliances. 
. Vacuum cleaners. 

. Kitchen eauipment. 
. Garden tools and 
equipment. 

. Hardware. 


and equipment. 


. Liquor, other bottied goods. 


. Electric and gas appliances 


. Automobile showrooms. 
. Automobile accessories 


68. 
. Photographic equipment. 
. Optical goods. 
. Exhibit booth. 
. Exhibit display. 
. Institutional display. 
. Civic display. 
. Christmas interior. 
. Christmas facade and 


Fiorist display. 


marquee. 


. Christmas window display. 

. Floats. 

. Showcards, pen-lettered. 

. Showcards, machine-lettered. 
. Showcards, hand-lettered. 

. Banks and other service 


institution display. 


. Travel display. 

. Animated display, interior. 
. Animated display, window. 
. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 


90. Cotton Week display. 


. Father's Day display. 

. Independence Day display. 
. Thanksgiving Day display 
. Style show setting. 

. Interior ‘'shops"’, such as 


"Town & Country’, ‘"Bud- 
get’’, etc. 


. National advertiser's display. 
. National advertiser's display 


unit 


. Miscellaneous. 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, cincinnat!, on10 


10 


Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 98 
classifications covering every type of mer- 


chandise. In addition, a gold medal will be 


awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 306 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry bianks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 
started today . . . and keep them coming. 
The more entries submitted, the better your 
chances for international recognition. 


Any displayman in the world may enter this contest 
it is not necessary to be a subscriber to DISPLAY 
WORLD. 

All entries must be of displays installed during the 
year 1954. 

Entry is by means of one or more unmounted black- 
and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: ‘“‘John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74”. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the ‘Display of 
the Month”. The contest ends December 1, 1954. 

The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

. Each photograph entered will be eligible for only 
one classification. 

. Judging for the annual awards will be done by an 
outstanding board of well-known display authori- 
ties. Their decisions will be final. 

Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

12. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD 





Custom processed Upson Panels 
cater to 
your Imagination 


and budget 


SPECIAL 
CUTTING 

Mass-produced displays can have that 
“something different” flair. And at 
a surprisingly low price too. Just 
let Upson pre-cut the Panels to the 
exact size and shape your imagin- 
ation dictates. Save time, labor. 
Write, tell us what you want. 
Display shown made with pre- 
cut Upson %%%" Panels com- 
bined with cut-to-size Upson 


Peg-It Panel. 


COATING 

AND COLORS 
Most Upson Panels are ivory. 
However, if you hear a call 

to color, answer it. For Upson 
can give you most any special 
coating, paint or built-in color 
you want. This display made 
with colored Upson Strong-Bilt 


14” Panel with 


Panel and Upson 
a color swatch. Both pre-cut to 

size also. Note all displays shown 
use Upson Cut-Out Letters. Try 


them on your next display. 


Prices for custom processes depend on quantity and effect wanted. 
Write for quotations. Mail coupon for FREE details, 


For vour wildest. and perhaps createst 
display idea, turn to Upson to supply 
the Panel material. Upson makes a 
complete line of display panels: Strong- 
Bilt Panels—*‘” Panels—!;” Panels— 
Kasy-Curve Panels—Peg-It Panels— 
Striated Panels—Cut-out Letters. This 
variety, combined with custom pro- 
cessing, gives you new freedom to 
create dramatic, hard-selling displays. 


STRIATED 

AND PEG-IT 
Stunning Upson Striated Panels and 
Upson Peg-it Panels are prime 
examples of Upson quality. For 
instance, compare Upson Striated 
Panel with any other striated 
panel, you ll see a world of 
difference. And Upson Peg-it 
Panel is prefinished in lustrous 
lacquer, yet it's priced about 
the same as ordinary panels. 


Both used in display to left. 


SIZE AND 
THICKNESSES 
Upson offers a wider range of 
standard sizes and thicknesses 

than any other manufacturer 

in the world. Our standard sizes 

go from 4’ x 6’ up to king size 

8’ x 20’ and thicknesses from o” 

to a full #5”. On specials, anything 
goes. Ask for anything you want. 
Display shown made with special 
sized Upson *%” Panel and oversize 


Upson Cut-out letters. 





THE UPSON COMPANY 
22. Upson Point, Lockport, N. Y. 


Please send me details on 





Name of Product 


NAME 








NAME OF FIRM 





upson //7/panels 


CAN 


ADDRESS 





YOU TRUST 


PROVEN QUALITY 


CITY 
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GREATEST BOOK ON DISPLAY 
Ever Published, Say Country's Leading Display Authorities 


NOW IN ITS SECOND EDITION 


? he c Yo» - r ™ 
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Ds PLAMAY 


Endorsed by the country’s 


foremost display directors. 


PRICE +10 POSTPAID 


Immediate Delivery! 
PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display or a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


.--to make your displays sell more goods faster 
...it’s the kind of book you have been waiting for 
... it’s a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work —in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
draws ireely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 


DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada, $1.00 additional. ) 
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FOR MORE COLORFUL HOLIDAY SEASON DECORATIONS 


. . . For Windows, Stores, Shopping Centers ... Use these Indoor-Outdoor, Weather- 
Proof, 3-Dimensional Illuminated Plastics 
THE 8 SHOWN BELOW ARE 20''x28"'; THE 4 ARE 28''x38"' 


Sg tach ge se Zs ; Ee 
PSA—Santa. $4.95 each PSM—Snoman $4.95 each PDE—Deer $4.95 each PSO—Stocking. $4.95 each SGS—Shepherds $5.90 each 


LSB—BELLS $11.65 each 


LGS—CAMELS $11.90 each LGN—MANGER . | $11.90 each 
When ordering f.o.b. Chicago, send for 


3-DIMENSIONAL HOLIDAY DECORATIONS CATALOG 
which also shows Holders, Accessories and Life-Size Nativity 


BISHOP PUBLISHING COMPANY 


168 N. CLINTON ST. STate 2-7560 CHICAGO 4, ILL. LSA—SANTA $11.65 each 


SUME, 1794 13 











WATCH NEXT MONTH’S ISSUE FOR 


THE PERCH 


JAMES H. JACOBSON 


219 W. 7TH STREET, LOS ANGELES, CALIFORNIA 








NEW! No. PBS-G 


This hanger is specially designed for off-the- 
shoulder and wide-neck garments. Holds 
them securely without abuse. 


@ TEMPERED STEEL SPRING CLIPS (holders) 
with protective rubber cushions: Eliminates 
metal contact with garment. 





IMPROVED No. SP-R 


New improved HEAVY GAUGE 
nickel-plated steel clips featuring: 


e 4 COIL MUSIC WIRE SPRING 
outlasts all other types. 


@ NEW GREY RUBBER CUSHIONS [also available on C—O Sr 
any of our other style hangers.) es i 











sais 


Since 1900 28 


NORFOLK @ STREET NEW YORK 2. NY ORchard 4-1780 


DISPLAY WORLD 
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MARKET WEEK 
SPECIAL 


























(Translation) .... —_ always make 








Decorative Plant my 
first stop in New York” 











DECORATIVE PLANT CORP. 


* 136 WEST 24th STREET, NEW YORK II, N. Y. 
WaAtkins 4-4405 


*The ONLY place to see our line__-------- 
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Beginning with the next issue, DISPLAY WORLD becomes a pre-dated 
publication; this is a move which should meet with the plaudits of 


readers and advertisers alike. 


Since the first issue of the magazine came off the press some 32 
years ago it has been issued on the 15th of the dated month -- 
in other words, the June issue went into the mail on the 15th of 
June. This meant that the magazine reached subscribers around the 20th 
of each month, creating an impression of tardiness and inducing many 
to write in and complain that they had not received their copy -- when 
actually that particular issue had not even been printed. 


There is an understandable reluctance on the part of any publisher 
to break with long-established schedules, but in the best interests 
of everyone concerned we believe it necessary to do so. Accord- 
ingly, instead of the next issue being dated July, it will combine July 
and August and will be published on July 15. Then in August the mail- 
ing date will be shifted to the 20th of the month, the September number 
going into the mail on that date; succeeding issues will also be mailed 
on the 20th. This means that beginning with the September number the 
copy for a certain month will reach the subscriber approximately five 
days before the first of that month. 


So that subscribers will receive every copy for which they have 
paid, each subscription affected by the change is being extended one 


month. 

Much more timely editorial presentation will be made possible by 
the change in dating and the time of mailing, and the same applies to 
the advertising in the magazine. 


This move is in accordance with the best publishing practice, and 
while it may result in a short-lived confusion at first, we believe 
that it will be, in the long run, to the best advantage of everyone in 


the field of display.... 


I think the following letter from the display director of a 
famous department store deserves to be printed in its entirety since 
it draws attention to a situation which plagues many display department 


heads: 


"I think you may be able to help eliminate a condition I am 
certain has come to be a problem with all stores. I am referring pri- 
marily to the way manufacturers are completely ignoring 'Requested 
Shipping Dates.' 


"In a store such as ours, and certainly this applies to all 
Stores, we must of necessity work with a budget. Our budget is broken 
down into monthly periods and the figures established for the period 
are supposed to be respected. 


"Such being the case, we try very hard to live within the figure 
budget. Naturally manufacturers pay visits to stores in their terri- 
tory with display merchandise. Much of this merchandise is purchased 
and in every instance a definite date is given (Please turn to page 58) 
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Furniture Store Display With 


ONSERVATIVE 
salesmen at 
Calit., 
ing these days. 


traditional turniture 
Jackson's in Oakland, 
find newlyweds a bit disconcert- 
Style-conscious young people 
in 1954 come in so well informed about furni- 
ture that they know exactly what they want 
for their first house or 
studied the 
()ftentimes 
name, the 


apartment. 
home 
have the 


They 


have magazines. 


smart 
they 


manufacturer's 
model F 


numbers of the pieces that 
they want or can aftord; and they've already 
hgured the price right down to the last pro- 
verbial cent. And frequently their choice is 
*Pacitica.’ 
Allan 
Jackson's, 
entire 


Schwartz, director at 
“Pacifica” in an 
with the same brilliant 
that marks. all 


display 
sets the mood of 
window array 
and originality 
of his window displays. 
Harry Jackson, 
spent considerable 
while he 


achievement 


executive 
time in the 
was in the 


vice-president, 
Pacific area 


navy He was highly 


18 


impressed with the way of life of the various 
island people that he met, and so “Pacifica” 
came into being about five years ago. 

“People really live very uncomfortably in 
this country,” comments Mr. Schwartz in ex- 
plaining the thinking behind the creation of 
“Pacifica.” “The inside of their closets ‘¢s 
often better fashionwise by far than the 
living quarters of their homes. 

“In ‘Pacifica’ we have striven for simplicity. 
The design is low-slung and sleek—func- 
tional.” 

While Harry Jackson, the dynamic execu- 
tive who was voted the “Young Man of the 
Year” two years ago, was influenced by the 
relaxed, the casual, the happy way of life 
and the cultures of the various peoples of the 
Pacific area, he interpreted these ideas in 
—Five of the displays pictured above were on 
behalf of the store's ‘Pacifica’ line. Illumi- 

nation was by spotlighting only— 


“Pacifica” was de- 
and needs, 


purely American terms. 
signed to meet American tastes 
and also any size pocketbook. 

Although the line bears the trademark of 
the Jackson Furniture Company, it caught on 
with such tremendous popularity that it 1s 
now manufactured and sold all 
nation. 

In the battery of displays referred to above, 
the window to the right of the main entrance 
showed a huge dugout canoe filled with ex- 
quisite tropical plants of many _ varieties. 
Lovely South Sea island coral and sea-fans 
protruded from one end. Fish net was at- 
tached to the overhead at a slight angle and 
draped gracefully into the mass of greenery. 

The 9-foot monolithic statue in the far 
right hand rear corner, standing stark against 
a dead black backdrop, augmented the feel of 
the Pacific islands. An adaptation of an 
Easter island head, this is only one of many 
props borrowed from Trader Vic, a popular 


over the 
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An Unusual Touch 


Bay area restaurateur who has a vast ware- 
house of South Pacific articles. 

“Even though practically no furniture was 
shown in this entire series of window dis- 
plays,” Allan Schwartz admits with pleasure, 
“customer response was terrific. People kept 
calling in to ask questions about something 
that piqued their imagination, or to comment 
favorably on the windows. 

“While it would be difficult to pin down 
exact sales attributable to these windows, we 
do feel that they implanted the name of 
Jackson’s more firmly in people's minds.” 

A flaming lipstick-red “Pacifica” chair was 
seen in the next window. 

“It was rather startling,” 
mented. “We were afraid 
amount of furniture used might get ‘lost,’ 
since the windows are 14 feet deep and 25 
feet wide. 

“The fact that it did not 
judicious use of color.” 


Schwartz com- 
that the small 


was due to the 


JUNE, 1954 


The lamp table introduced “Masonite” with 
a new process of stained Philippine mahogany 
in natural finish. This has proven a popular 
seller. The lamp was a rather unusual bent 
metal design, and the rug was gray felt. 

Again the background was jet black, except 
for the huge trademark sign and the lovely 
Hawaiian hand print in natural color silk, 
alive with red outrigger canoes that appeared 
almost to move. These silk screens are 
equally popular as wall hangings or bed- 
spreads. 

A shadow-box window 
charcoal gray background 
lighted an outrigger canoe. 

“Here we were actually introducing a new 


with a 
high- 


presented 
apparently 


—The upper displays are distinctly modern art 

in treatment, while those below have been 

handled more conventionally — although still 

with a different touch which seems character- 
istic of Allan Schwartz's work— 


By HELEN C. HICKS 


fabric,’ explains Schwartz. “Yet it was done 
in such a subtle way as to be not the least 
bit obvious as an advertising device.” 

This interesting backdrape is_ called 
“Cracked Mud.” The maze of criss-cross 
lines is chocolate brown on a natural color 
background. 

Here the name trademark sign was center- 
spotted. It is a 22 by 48-inch black sign 
with a white quadrangle, one bold orange 
dot at the base, and a pen-sketched figure. 

Allan Schwartz, who has been with Jack- 
son's for the past three master 
at combining the commercial aspects of dis- 
play to increase with art to be re- 
membered and cherished by each 


years, 1s a 


sales 
perhaps 
passerby. 

He works in close cooperation with Miss 
Ruth Strachan, the store fashion coordinator. 
They try to keep up with every fashion 
article in any related field. 


[Please turn to page 57} 











Spectacular Store-Wide Promotions 


ISPLAY at Meier & Frank 
Portland, Ore., is on a grand scale, in 
keeping with the tradition of the largest 
oldest department stores in 


Company, 


and one of the 
the cits 

“The firm,” said W. Palmer, display man- 
ager, “holds a unique place in the community, 
having been for 9/7 years in the same family. 
the state are deep. Promotions 
are often institutional, with organizations and 
small beneficiaries; many firms 
trace their rise from our showing of their 
products and services.” 

Palmer has been in the department for 24 
years and at its head for three. His staff 
numbers 18—12 of whom take care of the 30 
Six persons handle the interior, 1n- 
areas of the escalator 
which sell considerable merchandise. 
workshop are on the 13th floor, 


Its roots 


business the 


windows 
cluding the display 
wells, 


(Othce and 


a, 


which the department shares with advertising, 
shut off from the traffic of the store. 

Meier & Frank is the heaviest advertiser 
in the two local dailies. Besides copious space 
regularly carried in the news sections, the 
frm frequently buys a special insert, like the 
recent 28-page annual “Beauty Bazaar.” 

“Display cooperates closely with advertis- 
ing in promotions,’ Mr. Palmer said. “Gen- 


—At the upper left, this "Children's Dream 
Come True" window set a party mood, with 
the dainty dresses by a lollipop tree and with 
rabbits peeping from the frothy pink paper 
frame . . . Upper right, a corner window for 
the children's promotion; 125 mannequins were 
made up especially for the event . . . Lower 
left, another in the children’s apparel series 
. . . Lower right, growing ferns held hats and 
millinery heads— 





eral merchandising is the contact in lining 
up windows and interior sets. 

“We stage one store-wide promotion every 
month, embarking on it with the policy that 
we undertake things others won't do, and 
building around something away from _ the 
usual. The theme is carried throughout the 
12 sales floors and the 30 windows. 

“The promotion is planned three months 
ahead of schedule. Since we make a good 
proportion of our own props, that much time 
is needed. To buy all these props would run 
into a lot of money, and often we don't know 
our requirements far enough in advance to 
purchase the large number of items we use 
to put over a promotion. Purchasing basic 
things and adding products from our own 
shop works out better than laying in a com- 
plete custom job. 

“An exception to was the 


that practice 


e 


WORLD 


DISPLAY 





Meier & Frank 


April ‘Easterland’ featuring young fashions. 
Most of the 125 children’s figures used were 
custom made. It took some doing to round 
up these mannequins, more than most manu- 
facturers keep on hand. Eight days of dress- 
ing them in fashions ranging from toddlers to 
teen-agers followed an extensive coordinating 
job. 

“Setting up these children’s displays was 
the most enjoyable thing I’ve done for quite 
awhile. We went all out on ‘live’ windows, 
which we find hold more sustained interest for 
the public than animated displays. They are 
also cheaper and less trouble, with no mecha- 
nism to get out of order.” 

Old and young watched in fascinated con- 
centration the many rabbits, the 
white mice, three-month-old lambs, deodorized 


skunks, Shetland ponies, and jet-black toy 


poodles. As an example of the detail provid- 


sem, VFS4 


cage of 





ing such entertainment for window shoppers, 
the main attraction was a pond with duck- 
lings hatched in the window in time for the 
occasion. Finding eggs at just the right stage 
was no mean feat. 

Lined up through the display department 
also were “Mr. Easter Rabbit,” with whom 


—Upper left, a fashion show was staged 
against a background showing Oregon scen- 
ery; during an interlude, those present were 
given instruction in the training of parakeets 
and similar pets . . . Upper right, for 
Oregon Products Week cages of 4-H Club 
animals and fowls were scattered throughout 
the main floor . . . Lower left, branches 
apparently extended through the window glass 
. . « Lower right, interest was concentrated on 
watches by masking off part of the window 
as shown— 





By MABEL C. OLSON 


children had their pictures taken in the toy 
department, and personal appearances of The 
Toymaker of the local KPTV program. Chil- 
dren’s styles were featured in the tearoom 
fashion shows during the week. 

For the March spring opening, two types 
of live interest were employed. Branches of 
flowering fruit trees were run “through” the 
windows to extend outside. It was a chore 
to find the right size and shape, Mr. Palmer 
admitted. Birds in elaborate cages provided 
the other element in windows and the store 
interior. 

Spectacular effects of displays which, like 
this one, are planned for mght viewing owe 
much to the illumination. “Our theory of 
window lighting,” Mr. Palmer explained, “‘is 
to use a background of colored light and play 
up merchandise under white light.” Expressed 

[Please turn to page 52] 
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“COTTON SPECIAL” ran through th 
Avenue during the month of May in 
New York City, making, so it would 

seen, stop-overs in practically all of the 

display windows. Emphasis was in the dis- 
play of cottons on separates, city and country 


clothes, beach wear. and evening wear 


all in such tempting variations that the sum- 


mer wardrobe could well be established.  ea- 
sonal flowers bloomed with frequency in these 
displays, though the highlight of the month 
n the floral paforama was the spring tlower 
show at Macy’s, unveiled on May 3rd as 
New York's Tribute to Mother’s Day 

This botanical garden, for such it was, 1m 
cluded the six Broadway windows and the 
entire street floor, plus special settings of 
orchids, African violets, and tulips on 
of the upper floors 

Display Director John R. Foley dramatized 
each of the Broadway windows as a flower 
stall from a different area, with blooms 


pertinent to the country they represented 


New York Turns To Outdoor Themes 


lhe eftect was heightened by life-size papier 
mache figures 11) native costumes representing 
typical flower sellers in the six countries 

France, Italy, England, Hawai, Siam, an: 
Holland. In the composite of the East In- 
dies, bamboo poles supported a_ sheltering 
root of palmetto leaves and reed blinds as 
pictured here Keed matting covered the 
shelves Bird-of-Paradise, and  anthurium 
lilies were combined with exotic croton, ti and 
api leaves. The mache figure with red para- 
had a basket of white orchids in her lap. 


Silver temple bells and white shell necklaces 


| 
SC)] 


hung from poles and a carved wooden image, 
placed at the right, gave an authentic Oriental 
flavor The floor was covered in dark gray 
gravel and white shells. Great banks of 
white azaleas Inghlighted the Broadway mar 
quee during the show, while chalk-white awn 
ings with indigo-black Spencerian M’s (for 
Mother) added another dash to the magnifi- 
cent spectacle. The outdoor show also in 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


cluded a_ block-long flower-box filled) with 
giant Marguerite daisies. 

Beachwear was presented at Bloomingdale's 
by Display Director Edward von Castleberg 
in sets that portrayed authentic atmosphere. 
Beach grasses, diminishing in size towards 
the skyline, formed part of the treatment 1n 
perspective used so tellingly in the entire 
series as seen in the second illustration. This 
art work appeared on the sidewall and with 
the continuing line of the sand-dune on the 
backwall increased the sense of unity and 
outdoor feeling. The drift-fence, dock, hight 
house, summer cottage, and sailboats were all 
scaled to give the feeling of space. The back- 
wall was turquoise and the bay was a paler 
shade of the sky. The stairs which led to 


—Top, by John R. Foley, Macy's . . . Center, 

by Edward von Castleberg, Bloomingdale's 

. . . Left, by Luke Maletich, Gimbels 

(All photographs by courtesy of Virginia 
Roehl Studio, New York City)— 
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an overhead boardwalk added interest and at 
the same time made a pleasing prop for the 
seated mannequin and the display of sandals 
and jackets spotlighted on the stairs above 
her. Swimsuits were gray with white em- 
broidery, or white with green embroidery — 
the real color accent appearing in the pillows 
of orange and yellow and the beach bag in 
orange. 

Also at Bloomingdale's, color always SO 
welcome—played an important role in the dis- 
play picture when the legend read: “Color 
charts the accessory course for Summer.” 

The mood thus set, Display Director Castle- 
berg depicted the side of a ship—this painted 
in white with blue-gray rivets and a dock with 
white planking sketched in in_ blue-gray. 
White ship-to-shore crates tied with white 
cord added to the spirited at-the-dock feeling. 


The suggestion of an individual created for 


—At the top of the page, by Louis Villela, 

Altman's . . . Directly above, by Henry Calla- 

han, Lord & Taylor . . . Right, by Warren 
McCurtain, Gunther Jaeckel— 


Uwe, 1794 


the porthole openings provided not only 
added interest but an ingenious way of show- 
. 


ing related groups of the accessories in shades 
of blue — featured in a wide variety of tex- 
tures broadcloth, linen, burlap, chiffon, 
smooth luggage, and in as great a variety of 
accessories. The simulated slanting gang- 
plank not only gave added space for presenta- 
tion (which delicately enough included even 
a furled fan and little bouquet of flowers) 
but the gangplank also added flavor to the 
“going somewhere’ composition (not pic- 
tured). 

In the adjacent window, deep strawberry 
ice cream shades and almost-white pinks 
were used both separately and together to 
form a wide range of groupings without a 
cluttered effect in a second version of the 
dockside setting .. . and thus it continued 
with a featured color in each of the Lexington 
avenue center bank of the windows. 

A gay and colorful scene was designed by 
Display Director Luke Maletich for the cor- 
ner window at Gimbels when the headline 
read, “The New Kit Suits — Revised ed: 
tions of a good health habit.” 

Striped silk parasols red and white, blue 
and white, green and white were edged 
with ball fringe. The parasols were mounted 
on long pastel painted poles ; satin ribbon 
streamers tied with a flourish at the top of 
each parasol made a very festive background 
for the black and white and gray swimsuits 
The floor was painted pink and strewn with 
pink confetti and sea shells, and the backwall 
was turquoise. White sandals were shown on 
a gray bench to the left. 

At Altman’s a setting was entitled “Youne 
Colony’s new edition of Love Letter Cottons 
making big news with our very original 
‘Under the Clock’ prints.” 

In developing the theme Display Director 
Louis Villela featured pale blue stationery at 
the left, thereby helping to carry out the 
love letter motif. Pigeons carried pale blue 
stationery, while mannequins held blue letters 
as pictured. Looped garlands of yellow daisies 
and fern were entwined about the antiqued 
bronze grandfather's clock. Clock-face print 
dresses showed pale blue and green-gold clock 


[ Please turn to page 57] 
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Display Designer and Consultant 
New York 


Arrangement: This August tur sale display consists 


of two definite units in a very smart arrangement. 


Properties: The sculptured unit is a winter piece 


made of plastic snow. A small white tree tops the 
This makes an interesting background tor 


ini? 


the mannequin wearing a tine tur coat. Another 


-oat is draped over a chair. Copy card is shown 





at lower right of window. 





Arrangement: Several elements are noted in this 
millinery display with accent on color. 


Properties: “First Showing of Fall Masterpieces 
is the caption for this setting made up of an old- 
tashioned metal easel, artist's palette, drawing 
board, picture frames, etc. Hats are displayed 
on the various units. Copy card is in center fore- 
ground. 








Arrangement: “The College Shop’ makes ready 
tor the opening of school: the display consists of 


two units. 


Properties: A red brick building has a large win- 
dow displaying campus wear. Snow covers the 
window ledge and the ground. A sign with the 
caption, The College Shop,’ and the school bell 
are hung on the side wall. Copy card is on the 
tloor of the window. 
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COMING UP 


Arrangement: Two units are combined in this 


ee NB ie Oy, elias ae artes 


we on 


men's shirt and accessory display. 


Properties: Antique firearms are shown in upper 
panel. The pistols are mounted on dark green 
felt in a natural wood frame. Men's shirts, ties, 
etc., are shown on lower section. Copy card is 





at the lower right of window. 


Arrangement: This display of men's light-weight 
summer shoes consists of several elements grouped 
together. 


Properties: Marine symbols accent the display. 
Two basket-weave fish, displaying socks, are sus- 
pended in mid-air. Star-fish and other sea life 
are shown among the shoes. Copy card is in the 
lower foreground. 





Arrangement: Several elements are combined in 
a single unit in this display of men's suits. 


Properties: ‘Big Game Mascots — 1954, is the 
title for this display. Wooden plaques, showing 
the heads of the various game animals, are 
arranged in a circle formation about the suits. 
Copy card is in the foreground. 


JUNE, 1954 





stage backdrop. He also painted moss-draped 
trees the full height of the windows, at both 
sides. Adding further to dimensional interest, 
he fitted real tree branches to the ends of 
many of the branches which were painted on 
the backdrop. 

Alongside two genuine 500-pound bales of 
cotton, Southern belles in various poses were 
welcoming the steamboat’s arrival. Three 
brown dock piles were placed to produce a 
proper perspective of decreasing height, look- 
ing toward the boat. Small copy cards along- 
side each belle identified the locations of the 
cotton dresses worn in the window. 

A noteworthy example of coping success- 
fully with two promotions scheduled simul- 
taneously was demonstrated by Harold Kelly, 
display director of Desmond's. Kelly tele- 
scoped the two into one by subtly fitting 
“Cotton Time” into a studio scene wherein 
the central display interest was devoted to 
the support of a nearby flower show. It was 
all done with ease and everyone was happy 
about it. The studio setting was suggested 
by suspending a skylight effect overhead; 


Los Angeles Cotton Week Techniques 


By HOWARD KUHN 


N between the recent announcements of nificant promotions, was given strong = sup- 

the new six-million-dollar Broadway De- port by the retailers, particularly aiong 

partment Store branch which will be con- Miracle Mile where 50 500-pound bales otf 
structed in the San Fernando Valley, and the cotton were placed along the curb by the 
news of the May Company's plans for the Miracle Mile Association. During the week 
construction of “The World’s Largest Branch huge machines, such as are used in cotton 
Department Store,” also scheduled for the production, were demonstrated nearby. Since 
San Fernando Valley, local displaymen have more stores participated in this event than 
heen busy keeping up with important city- ever before, here's a review giving an insight 
wide events. One of the festivities — Down- into different, interesting display approaches 
town Straw Hat Week” — was launched used by a number of the display directors 
with a motorcade of shiny open cars carrying around the “Cotton Week” theme. 





radio personalities. They tossed hundreds of The romance of the old Deep South was 
miniature straws out of the cars to the On- recalled. with the elaborateness ot an opera 
lookers at the curb. Twenty-five of the — set, in a Mississippi river steamboat landing 
straws contained certificates entitling the scene by Dorn (sreer, display manaver of 
hnders to free ten-dollar hats in any down- J. W. Robinson’s, severly Hills. On light 
town store. blue seamless paper Greer painted a_ big 

“Cotton Week,” another of the more sig- side-wheeler, comparable in scale to a large 


this was constructed of a light wooden frame- 
work, painted black, and covered with onion- 
skin paper. A concealed spotlight was focused 
on it from above. The rest of the scene was 
composed of two mannequins at work arrang- 
ing flowers. These two figures and a third 
were wearing cotton afternoon dresses. Addi- 
tional props completing the setting were 
simple — a white screen, a black iron work 
table, and a wrought-iron-and-glass stand for 
flowers and vases. 

Henry Jampol, display director of Hag- 
garty’s, came up with the idea of “Cotton’s 
in the limelight for our summer theater sea- 
son,” featuring cotton evening wear. For 
this he set the scene with a miniature stage 
on platforms and rounded out the display 
with a variety of theatrical lighting equip- 


—At the top of the page, by Donn Greer, 

J. W. Robinson Company, Beverly Hills . . . 

Center, by Harold Kelly, Desmond's . . . Left, 
by Henry Jampol, Haggarty's— 
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ment. Spotlights were suspended overhead. 
Lights on dollies were rolled in and focused 
on the scene from all sides so that they served 
for illumination as well as prop purposes im 
adding to the theatrical setting. The minia- 
ture Opera Comique itself was a hand-tinted 
‘“yewel” of detail. In fact, ““We once had two 
of these but sold one of them to MGM in a 
weak moment,’ Jampol confided. 
gretted parting with it ever since.” 

Civic Light Opera programs, playbills, and 
publicity photographs trailed from the minia- 
ture Opera Comique stage to the 
“Cotton’s in the limelight for our 
theater season.” Accessories were featured 
at the side extremities of the window on 
suspended wrought iron platforms. 

Now take a look at Ohrbach’s Miracle 
Mile tie-in with the Cotton Week promotion. 
Display Director William F. Meissner and 
Assistant Don Elliott placed four high-fashion 
figures in a grove of eucalyptus trees—actual 
native California eucalyptus with the branches 
tied on. Grass covered the floor, broken up 
only by flagstone paths. Well and side light- 
ing were in green, while the overhead lights 
on the figures were pink. A tilted reader 
nailed to one of the eucalyptus trees pro- 
claimed “Ohrbach’s adds high-fashion at low 
prices to the mile of cotton.” The back- 
ground was dark gray. 

An out of the ordinary summer furniture 


“I’ve re- 


sign 
summer 
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—Upper left, by William Meissner, Ohrbach's 
. . « Upper right, by Stanley E. Thompson, 
The May Company-Downtown . . . Lower left, 
by John Flotten, Phelps-Terkel . . . Lower 
right, by William Lambert, Barker Brothers— 


display was done by Stanley Thompson, dis- 
play director at the May Company-Down- 
town around a black and white stripe motif. 
Everything in the setting except the plants 
was in black and white. The background 
was a black and white striped canvas screen, 
the beach wear, bathing suits, sweaters, etc., 
in black and white, as was the patio furniture. 

Wicker laundry baskets filled with cotton 
and branches with cotton puffs attached were 
used in an engaging manner by John Flotten, 
display director at Phelps-Terkel, in a series 
of five windows around the “Cotton Time 
on the Miracle Mile” theme. “Washable 
Cottons by Phelps-Terkel” read the copy. 
There was a washboard alongside the wash 
basket, visually emphasizing the message. The 
large space areas were purposely kept in a 
low color key. Dark green painted walls 
were practically covered with dark blue slat 
shades. Shaped green grass cloth on the 
floor helped knit the accessory elements to- 
gether and added to the realization that cotton 
is one of Nature’s products instead of emerg- 
ing from a test tube. 


The month of May is a traditional “Cali- 











fornia Home Month” at Barker Brothers, the 
world’s largest home furnishing store, and 
all of Display Director William C. Lambert's 
new display settings are scheduled in support 
of the store-wide event. The big corner 
window, however, presents an unusual solu- 
tion which Lambert and staff deftly arranged 
for a surprise table without 
materially changing the window setting. They 
stretched a roll of seamless parchment diag- 
onally across the background, eliminating the 
45-degree angle corner. Through 
cut in the parchment, four of the genuine 
leather-topped all-mahogany tables were seen. 


one-day sale, 


openings 


The tables were suspended on wire and eacl: 
was spotlighted from behind. <A reader 
card was placed in the foreground and 
an effective improvisation had been arranged 
with a minimum of fuss and feathers. 
Another one of the 


new 


town's most beautiful 
and eagerly anticipated traditional events is 
Robinson's annual flower and perfume show. 
For this vear’s event 13 fragrances were fea- 
tured in all of the windows along 
Seventh street and also in the Grand avenue 
first floor 
Kkach of the windows was a marvel in 
arrangements. 


ste res 


settings. 
oral 
They drew crowds numbering 
in the multi-thousands, not only because of 


windows, as well as in 


their basic visual and sensory appeal, but be- 
cause they took on city-wide significance due 
[Please furn to page 50] 
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Display ... Here And There 


\ the first display pictured, the men’s hats 

stand out sharply and completely dominate 

the displays, while at the same time the 
background treatment gives good atmosphere. 
The window is by Hermann Schlipphacke, dis- 
play director of the Westdeutsche Kaufhof, 
Cologne, Germany. The figures in the back- 
ground are sketched in lightly, but with the 
heads and hats accented. Wire stands of vary- 
ing heights support the merchandise. Trans- 
lated, the “The hat makes 
the gentleman complete.” 

How bulb 
equipment and to convey at a glance the action 
pictures they make possible is shown graphi- 
illustration 


slogan reads, 


to dramatize cameras and flash 


cally in the second also by 


The graceful curves 


Hermann Schlipphacke. 


| 


oT the 


emphasized — by 


ballet dancer 


contrast 


cutouts are 
with the sharp 
throughout the 


suspended 


geometrical figures found 
display 

Schlipphacke won top honors in DISPLAY 
WORLD’s International Display Contest for 
1953 


Kunner-up in the contest for last year Was 


Harold McLaren, display director of The 
Bon Marche, Seattle, one of whose displays 1s 
seen at the lower left on this page. His group 
displays of this type are always characterized 
by interesting groupings and natural posings 
for the mannequins. In this big window 
the merchandise was by Catalina. Sandcloth 
covered the floor, and natural driftwood pieces 
were the props. 

Next is seen a beautiful display by Russell 
C. Kehrt, Jenny’s, Cincinnati, inspired by the 
well-known “Angel's Serenade.” The window 
won first prize in the local contest held to 
promote ticket sales for the Cincinnati Sym- 
phony orchestra. Incidentally, Jenny’s has 
been winning first prize in the specialty shop 
division of this annual contest for so long now 
that it has become practically a tradition. 

The window was predominantly pink, with 


—Both displays at the top of the page are 

by Hermann Schlipphacke, Westdeutsche 

Kaufhof, Cologne, Germany . . . Lower left, by 

Harold McLaren, The Bon Marche, Seattle 

. . . Lower right, by Russell C. Kehrt, Jenny's, 
Cincinnati— 


pale blue used for contrast value. A fantas- 
tic tree covered with pale blue cloth bark, 
flittered, and with pink leaves sparkling with 
Hitter, was on one side of the window. Pale 
blue flocked tumbleweed provided soft foliage 
around the base of the tree and the other 
side of the window. On the opposite side 
of the display from the tree a drape of 
Hlittered net framed the glass. From the 
folds of the drape papier mache angels play- 
ing musical instruments flew to and fro by 
means of invisible wires and concealed motors. 
One angel playing a harp stood on the floor, 
which was covered with silvery-blue metallic 
paper with pink “snow” scattered over it. The 
background was in pale blue. 

An ice-cream parlor setting was used by 
Adolph Van Hollander, Gimbels, Philadelphia, 
for the display at the upper left of the second 
page of this article. “A Date With Daddy 

Dress-Up Dream for Much-Loved Little 
Ladies” on the window card established the 
theme. The soda fountain, clerk, and decora- 
tions on the background at the left were 
done with a light touch. 


DISPLAY 
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“The Good Old Summertime . . . Mixed 
for Leisure” said the showcard in the next 
display, one of a series using this theme. 
Atmosphere was conveyed by the _ lighting 
effects and the airy background sketches by 
B. Dawson, of the display staff. The display 
was done by Thelma Malloy, who is assistant 
display director; her husband, Guy, heads this 
department at Neiman-Marcus, Dallas. 

At the right center of the page is a display 
by Gene Moore, Bonwit Teller’s, New York 
City, in which he had Irene Schawinsky’s 
prancing and plunging horse’s head nodding 
approval of the designer fashion by Christian 
Dior. The card copy referred to the fashion 
as “At Belmont Park opening, the favorite- 
to-win.” The head of the horse was of 
white papier mache and the flexible body 
of pleated white paper — the whole in- 
geniously connected to a motor concealed 
behind the white composition board panel. 
The pose and happy expression of the man- 


—Upper left, by Adolph Van _ Hollander, 
Gimbels, Philadelphia . . . Upper right, by 
Thelma Malloy, Neiman-Marcus, Dallas .. . 
Center, by Gene Moore, Bonwit Teller, New 
York City . . . Lower left, from Pitassi S/A, 
Milan, Italy . . . Lower center, by Roy Melton, 
Neiman-Marcus . . . Lower right, by Willard 
Caywood, S. & Q. Clothiers, Fort Smith, Ark.— 
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nequin indicated that she had placed her bets 
correctly, though she carried a chic umbrella 
in place of the Belmont Park program, which 
figures in adjacent windows held. 

To display men’s apparel, Pitassi 
Milan, Italy, showed the figures of a 
and a Hindu descending from an_ airliner, 
while another at the left seemed to repre- 
sent an Englishman. The mannequins had 
no features, and their hands were stuffed 
gloves. 

Completely at ease were a couple in a 
‘Coats off for dinner” window by Roy Melton, 
assistant in charge of the Man’s Shop displays 
for Neiman-Marcus, Dallas. The window 
floor was covered with flagstones set at in- 
tervals on grass matting. 


The device used in the display pictured in 
the final illustration is not new, but is always 
effective. It is explained by the card copy: 
“Make the crumple test! Squeeze the fabric 
and see how wrinkles actually bounce out - 
proof that Palm Beach suits really hold 
shape and press.” A giant hand in the back- 
ground extended toward the glass, holding a 
length of fabric. The same fabric was ad- 
hered to the front of the window, as if con- 
tinuing from the length in the hand, so that 
passersby could actually handle it. The dis- 
play was by Willard Caywood, display di- 
rector for S.& Q. Clothiers, Fort Smith, Ark. 








The Chicago 


By JEAN 


BIRTHDAY is always a time for a 
party and The Fair, celebrating the 
25th anniversary of its Oak Park store 
. the first of the State street stores 
suburbs—had a “Family Cele- 
Kkach member of the store's 
badge that centered attention 
\ll of the store windows on 
those in Oak Park, and the latest 
I-vergreen Park all took part in 
I-verything for the family, fre 
to sporting goods, from appliances 
furnishings had its window. space 
ory of suburban and Loop progre 
stores on Wabash avenue ar 
new airs In addition to bein; 


’ 
+ 


the display of sporting goods and 


apparel for such events, there 1s now new 


competition Jerrems, smart furnisher to 
men, has moved from Michigan avenue to 
Wabash and is across the street from the 
windows of Mandel Brothers and the Men's 
Store of Marshall Field & Co., whch are 


devoted to men’s apparel and accessories. 

Last month there were unusual and smart 
presentations of men’s wear advertising by 
all these stores. Many of the full page ads 
were illustrated with photographs.  Field’s 
has been a leader in this form of presenta- 
tion. Some few years ago James Palmer, 
president of the firm, told this reporter that 
the use of photographs in ads would increase 
if only to show the actual item being fea- 
tured. He pointed out the difference there 
is in this form and that of a dramatic sketch 
which is easily done by the artist. 

Field's uses both of these forms, often com- 
bining them for effective and distinctive pre- 
sentation in advertising pages; while an occa- 
sional photograph is used in the window it 1s 
to stress some point in wear or sport. The 


—All the displays at the top of the page are 

by John Moss, Marshall Field Co... . Center 

and at the left, by Clement Bradley, Carson 
Pirie Scott & Co.— 


DISPLAY WORLD 





—At the right, by J. Boghosse, Goldblatt 
Brothers . . . Center and below, by Reed 
Schlademan, The Fair— 


excellent Field men’s wear windows’ on 
Washington street, Wabash avenue, and the 
elevator foyer of the office building feature 
dimensional displays. These are always timed 
to the special local events, holidays, and to 
specific seasons for hunting or fishing. 
Every once in a while one of the great 
stores on State street permits the public to 
have a glimpse behind the scenes. Field’s 
did this recently through six illustrations. 
First was shown the merchandise being re- 
ceived into the store, then the design sketched 
the general plan to be followed. A glimpse 
into the prop room came next and_ the 
arrangement in the window followed. It re- 
quired three months from the first conver- 
sation about this window (first photograph) 
until it was presented. This is one of the 
smart windows on the street and brought to 
Washington street windows a tiny bit of 
Tahiti, with a basket of hibiscus suspended 
from the ceiling in the rich rose-pink of the 
tropics and the same flower behind the ear 


of the mannequin in the South Seas tradition. 


kor this window, lattice screens were 
covered with straw cloth, a panel of shantung 
giving an interesting division, and further 
interest was in the semi-concealment of the 
tropical foliage behind the latticed screen. 
The figure, rich in suntan and wearing a 
sarong that trailed onto the straw matting, 
offered the tray of the new perfume to the 
window shoppers. All the trays were of 
rattan. Some of the packages were opened 
to show the contents and some were com- 
pleted and shown as a suggested gift. 


In telling the story of the preparation of 
the window there was no mention of the 
restrained simplicity that makes a window a 
work of art such as John Moss, Field’s 
director of design, continually strives for. 
How effectively this can be done is shown in 
the “Carbon Copy” window for black polished 
cottons, with tiny rose bud sprays, for mother 
and daughters. The old fashioned ice cream 
chairs, the colored stones that reflect light on 
the floor, and the espalier peach tree flat 
against the wall reveal the fine touch such 
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work requires. The unusual placement of 
the spotlights also added to the ettect. 


A ftish that looked as 1f it were made of 


kid-skin and its edging in black yarn, plus 
the pier posts roped in white and the puter 
floor lightly sanded in green gave another 
window by Moss distinctive character. The 
lighting arrangement was especially designed 
to cast effective shadows and the spots made 
the figures stand out. 

Carson Pirie Scott & Co. came out with 
a good idea when it featured the theme that 
“Cottons Have a New Face.” Clement 
bradley, just back from a European vacation, 
planned a series of windows to give an addi 
tional slant to the tidea. Outdoor markets, 
well known in smaller centers, were the 
theme and featured fringed canopies, each in 
a pastel stripe to repeat the window color 
motif. In addition to the window illustrated 
featuring the fish market, others depicted 
the Hower market, vegetables, and wine and 


[Please turn to page 48] 





HE beauty of flowers and gardens lends 
itself to a seemingly endless number of 
display idea variations and almost all of 
result in a favorable re- 
part of the Floral 
arrangements often add appeal and color to 


natural and 
public. 


them 


sponse on the 


display groupings purely and simply because 
they are there, serving solely as decoration. 
But frequently the beauty of Nature 1s trans- 
display pur- 
promo- 


planted indoors for functional 


poses, and sometimes even a whole 


tional theme is hung on the branch of a 
tree or the beauty of a flower 

Imagination, the prime ingredient of unusual 
and compelling display, does not take Nature 
There are many ways in which 


obvious and 


for granted 
display can 
dramatize simple eye appeal into a production. 


capitalize on the 


In Lut 
flowers 


Brothers’ cotton dress department, 
furnished the that 
boosted into a multiple display purpose (first 
photograph ). The 
pictures were reproductions of paintings by 
Van Gogh, which fact immediately gave them 


basic idea was 


Here flowers were pictured. 


authority and importance. This importance be- 
came the theme that pulled the entire depart- 
ment into promotional focus for the dramatiza- 
tion of “Cottons...!n Van Gogh Colors.” The 
Van Gogh reproductions, mounted on poster 


Developing Ideas For The Interior 


By IRENE MILLER 


backgrounds, effortlessly served as a _plus- 
value, because with the simple addition of a 
credit line for the Philadelphia Museum of 
Art they assumed public relations personality. 
The slanted streamer message at the top of 
each unit elevated display attention, pegged 
the theme, and unified the single displays 
with continuity. 


This is an example of the “flower idea” 
lifted from the obvious to a studied use that 
accomplishes a variety of good display pur- 
poses. The same basic idea could be put 
to work in any department where color can 
be promoted, and that means practically any 
department in the store. For instance, a 
collection of reproductions from a local mu- 


seum, with name painter prestige, might serve 
as the basic idea, display medium, promo- 
tional theme, and continuity device for just 
about any department, from lamps to fine 
jewelry — borrowing color, brilliance, and 
beauty by association. 

Sometimes, however, the obvious is so 
“obviously right” there is no need to become 
devious. It often takes perception to isolate 
the obvious and retain its direct and clear 
implication. If the color is rose, the rose is 
an obvious symbol and a single rose can 
more often than not point the moral and 
adorn the tale more forcefully than a bower 
of roses with cupids and doves that distract 
the eye and confuse the issue. 

The straightest line between two _ points 
that makes its point without clutter is this 
Broadway-Hollywood dress display that sells 
ferns (second photograph). The dress is a 
Hawaiian fern print and the background is 
ferns. What could be simpler or more effec- 
iive? The introduction of a Hawaiian scene 
in gaudy colors might add striking impact 
but would subtract from the selling appeal, 
which is the color, pattern, and beauty of 
ferns. This display visualized its selling 
point simply and serenely. A nature theme 
was translated more busily in the background 
where a tree put a mannequin out on a limb 
for surprise effect and literally hung “her 
clothes on a hickory limb” to bring the inter- 
changeable separates story into full bloom. 


May Company-Downtown, Los Angeles, 


—Above, Lit Brothers, Philadelphia; Tom 
Comerford, display director . . . Left, the 
Broadway-Hollywood, Hollywood, Calif... . 
(All photographs by courtesy of Retail Re- 
porting Bureau, New York City)— 


DISPLAY WORLD 








—At the right and center, the May Company- 
Downtown, Los Angeles . . . Below, the 
Broadway-Downtown, Los Angeles— 


bridged the gap between the conventional and 
the imaginative with great perspective. De- 
pending upon how one looked at it, this over- 
head display might have suggested a balcony 
scene, landscaped gardens and _ babbling 
brooks, or super-highway crosswalks. While 
the suggested appeal might be provocative, 
the practical appeal was one hundred per cent 
functional. Here is a way to do a number of 
desirable things . . . a way to use vertical 
space, elevate displays, introduce fashion on 
non-fashion floors,  silent-sell merchandise 
from multiple departments. As you can see, 
these wooden crossways, with vine twined 
rattan arches, went from pillar to post the 
full length of the floor for arresting effect 
and continuing perspective. 

Macy’s in New York City went all out 
with flowers in their recent flower show — 
which is one of the outstanding attractions of 
the year for the big store. Indoors and out, 
top to bottom, Macy’s was transformed into 
a mammoth garden that won an enthusiastic 
press and an appreciative public. It was good 
public relations in full bloom! To say that 
this event is “growing” in popularity would 
be no exaggeration ... the flowers were 
growing and the rave notices attracted grow- 
ing responses and growing demand for repeat 
performances. 

On the main floor the flowers were beauti- 
fully arranged to bank the tops of stock units 
and carry upward on pillars. Overhead arch- 
ways supported neat white flower boxes with 
growing plants. The main aisle vista was a 
lovely arbor of floral formation displaying 
flowers flown from different parts of the 
world especially for this magnificent show- 
ing, which is a tribute to the genius of John 
Foley, Macy’s display director. 

Another angle to the Macy flower show was 
the Holland tulip display on the eighth floor. 
Orders were taken there for tulip bulbs to 
be flown in from Holland in time for fall 
planting. Terraced back walls were used for 
window-box displays of tulips for visual in- 
spiration. 

People love flower shows and this fact 
certainly was demonstrated by the public re- 
sponse to the Macy event. It was a real 
production on a grand scale. 

And now to switch the emphasis from the 
display use of flowers, as such, and turn the 
spotlight on color as a focal point of inter- 
est. Let us look at how color can be pro- 
moted as the selling point for carpets. Though 
color is stressed as the theme, flowers do 
appear, though in a subordinate role. 

Displays in Los Angeles stores just natur- 
ally reflect the ever-present floral beauty and 
colorful compositions that abound outdoors. 
Frequently these natural beauties are brought 
indoors to stimulate the imagination of «he 
customer, as has been done in the next in- 
stance to promote color in carpets. 

Carpets do not yield easily to idea inspira- 
tion, but the May Company-Downtown be- 
came persuasive by using screen fixtures that 
not only separated patterns but also isolated 
colors, one by one, for individual panel pre- 
sentation. Also the convolutions of the screens 
achieved dimension for the display and fun- 
neled floodlighting onto the carpet swatches. 


[Please turn to page 59] 
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S ma | le r Sto (EAs reported by JIM KILEY 


FEW weeks ago | took a walk around 
Boston to inspect the numerous spring 
displays. At Rk. H. White & Co. | 
saw one that charmed everyone and which 
can be used at any season. They had in- 
stalled real trees about 20 feet in height out 
cn the sidewalk, one at each side of the win- 
dows. Each tree was loaded with hundreds 
of realistic pink and white dogwood _ blos- 
soms and the effect of the sun shining down 
on this breath of spring was a beaut-ful one. 
Many hundreds of people pass by on this 
busy street every hour of the day and | 
noticed that practically all of them paused to 
admire this realistic outdoor display; the 
main purpose of any good display is to stop 
the people passing by and this etfective in- 
stallation did just that. 
| stopped in for a chat with White's dis- 
play director, James Gosling, and he told 
me that each dogwood blossom had_ been 
coated with plastic to make it weather-proof. 


The trees were fastened to the front of the 
building, one at each side of a window, and 
the branches spread out over the sidewalk 
so that the people passing by actually walked 
under a Canopy of dogwor xd blossoms. 

The window displays featured spring fash- 
ions and each window had two wooden bird- 
cages suspended from the ceiling on lengths 
of pink silk ribbon. 

Mr. Goslng said that on the first day live 
parakeets were placed in the cages but they 
pecked their way out through the wood bars 
during the night, and so it was then decided 
to msert bright colored spring flowers into 
the cages. The card copy in each window 
read, “Be pretty and feminine, for the gayest 
easter.” 

(A) Jordan Marsh featured a_ beautiful 
bridal window which was a fine example of 
how much can be accomplished without spend- 
ing too much of the budget. Lengths of 
heavy wire were- covered with pale green 
material and bent into shape as shown in 
this sketch. Then small sprays of realistic 
artificial lilies-of-the-valley and small white 
bells were wired on them. 

This sketch shows only the center figure 
but three mannequins—one dressed as a 
bride and the other two as_ bridesmaids— 
were used in the window. The same basic 
display idea can be used for a bridal window 
or store interior display at any season. 

(B) Pray’s, a fine Boston furniture store 
and gift shop, featured some modern design 
fabrics in their window and | made these two 
sketches of the display as I admired the 
skillful way in which lengths of the materials 
were draped over large picture frames. The 
drawing (B) shows how two of these frames 
were used, one suspended from the ceiling 
and the other on the floor; note how a small 
shelf, vase and artist’s palette were used to 
enhance the fabric draped in one frame. <A 
small wicker basket and two modern birds 
were used as shown. 

(C) In this case, the frame was suspended 
at a slight angle with a length of the ma- 
terial in back and a modern lamp was dis- 
played on another small plywood shelf nailed 
to the base of the frame. An open swatch- 


JUNE, 1954 


hook, a bolt of the material, and a beautifully 
lettered showeard completed the display. 

(ID) Inside this attractive store | noticed 
a low suspended ceiling over the area ad- 
jacent to the elevators. It was composed of 
sections of perforated hardboard held in po 
sition inside squares of pine boards by looped 
lengths of heavy cord. This gave me the 
ideas listed here at the bottom of this page 
for a modern screen and counter top display 
unit. 

In each case the cord is inserted in_ the 
holes along the sides of the squares of hard- 
board and then around small brass hooks in 
the pine board panel sections. 

I tind these perforated panels one of the 
finest display props ever invented. 


Shoe Form Company 
Executive Dies 


Isaac Goodfellow, assistant general manager 
and superintendent of Shoe Form Company, 
Inc., Auburn, N. Y., died May 5 at Auburn 
Memorial hospital. Death came after an ill- 
ness of four months. He was well known 
throughout the shoe trade for his work in the 
shoe form industry. In recent 
worked with the hosiery industry developing 
displays for their products. 


vears, he 


Before 
coming to this country in 1913 he was an 
apprentice in the shoe industry there. He 
moved to Auburn in 1930 and joined Shoe 
Form as assistant superintendent in charge 
of model development. In 1935 he became 
superintendent and in 1951 was promoted to 
assistant general manager. 


He was born in England in 1894. 


Goodfellow was one of the outstandine 
Masons of his district, and was Past Master 
of St. Paul’s Lodge, Auburn. He was also 
Assistant Grand Lecturer of the Cayuga- 
Tompkins Masonic District and president of 
the Auburn Masonic Temple Trustees. 


Sales Staff Completed 
By Duplex Display 

John J. Leslie, Jr.. Duplex Display & Mfg. 
Company, Philadelphia, announces that the 
firm’s sales staff has been completed by re- 
cent additions to the department. Represent 
ing the company are the following: 

Harry S. Meyers, vice-president, middle 
Atlantic states; Charles F. Briger, New York 
State; Roland G. Eisele, north central states; 
Milton Foman, New England; Boyd Gasque, 
southern states; Leslie J. Gibbs, Jr., West 
coast; Samuel Haldenstein, New York City; 
G. D. Hoover, northwestern states; George 
Kucharo, lowa and Nebraska; Richard Och- 
senbein, middle eastern Frank E 
Whitelam, Michigan. 


States: 


Own Firm Opened 
By Peduto 


Merle Peduto, who recently resigned as 
assistant display director for Gimbels, Pitts- 
burgh, is now established as Merle’s Arrti- 
ficial Flowers, 5097 Fieldcrest Drive. Pitts- 
burgh. He will handle a full line of flowers, 
leaves, and the like for seasonal displays. 





WE'VE SOLD 


millions 


OF DISPLAY BLANKS 


ro thousands 


OF DISPLAY MEN 


ror hundreds 


‘OF APPLICATIONS 


Here’s What They Saw” Pa 


“Don’t know what I'd 
do without Crescent Dis- 
play Blanks. I never saw 
a cardboard so stiff, so 
durable, so strong!” 


“Crescent Display Blanks 
faces are just terrific! The 
fact that both sides have 
the same smooth, uniform 
surface really comes in 


handy.” 


“Crescent Display Blanks 
are WONDERFULLY 
WORKABLE. I use ‘em 
for pen, brush, printing— 
and always with the same, 
satisfying results.” 


a 


ad 


“Thanks to the COMPLETE. 
NESS of Crescent’s Display 
Blanks line, I can ALWAYS 
get the effect I need. With 
12 distinct colors and sur- 
faces to choose from,.who 
could miss?” 


WHEN QUALITY MAKES 


A DIFFERENCE USE A QUALITY 


| MATERIAL . CRESCENT 
, , DISPLAY BLANKS! 


a 
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CHICAGO CARDBOARD COMPANY 


1240 N HOMAN AVENUE 
CHICAGO 51, ILLINOIS 
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...on and off the record 


—The board of directors and new 
officers of the Northern California 
Display Guild. Standing, Walt Simms, 
Sears, Roebuck & Co., Oakland, presi- 
dent; Henry Hess, Hasting’s, vice-presi- 
dent; Bob Duke, Bond's, secretary; Ev- 
erett Ingham, The Emporium; Warren 
Burel, The Emporium, treasurer; George 
Jelton, Hink's, Berkeley; Sylvan Cohen, 
Sylvan Cohen Displays, Inc. Seated, 
retiring officers Ken Carter, The White 
lHouse, and Ted Key, Kahn's, Oakland. 
All the above are from San Francisco 
except as otherwise noted— 


—W. L. Stensgaard, 
head of the Chicago 
firm of that name, gets 
some attractive aid in 
opening the Point of 
Purchase Advertising 
Institute's annual exhib- 
it and symposium in 
New York City recent- 
ly. Bill was president 
of POPAI at the time, 
and is now chairman 


of the board— 


—Adrian Delsman, 
display director of 
Famous - Barr, St. 
Louis, at the left, is 
seen with Mrs. Dels- 
man and S. T. Mc- 
Namoaroa, Adler- 
Jones Company, 
Chicago— 





—Cpl. Burt Evans Pringle, formerly —At the left in this 


an American displayman who is now 
stationed with the army at Stuttgart, 
Germany, is pictured on the right 
while visiting Hermann Schlipphacke, 
display director of Westdeutsche 
Kaufhof, Cologne. The latter won 
top honors in DISPLAY WORLD's In- 
ternational Display Contest for 1953— 


Photographs for 
this page are al- 
ways welcome. 
Simply address 
them to DISPLAY 
WORLD, Cincin- 


nati |. 


—Presentation of ‘The first annual 
award for progressiveness, ability, and 
dignity on behalf of the men's 
display industry’ — sponsored by 
Duplex Display & Mfg. Company, 
Philadelphia. In the usual order, 
John J. Leslie, Jr., president of the 
firm; Jack Warner, the recipient; 
Sidney D. Chairman, treasurer, and 
Harry S. Meyers, vice-president, of 
Duplex, and Jack Brazina, chairman 
of the Men's Fashion Committee of 
Greater Philadelphia— 


photograph is E. Wind, 
display director of 
English House, Copen- 
hagen, with Mrs. Wind 
in front of the house 
which Wind built in 
American style. The 
other man is unidenti- 


fied— 








ee e a complete line of individual 
mechanical displays for 


CHRISTMAS 


Many traditional and popular subjects in a wide range 
of prices to fit the display budget of any store. 


SPECIAL CHRISTMAS PROMOTIONS 


as always . . . special, custom built mechanical 
promotions for the larger stores. 
SEE OUR COMPLETE LINE DURING MARKET WEEK AT OUR SHOWROOMS 


MESSMORE & DAMON COMPANY 


Designers and Manufacturers of Displays, Exhibits and Mechanical Attractions 


1461 PARK AVENUE, NEW YORK 29, N. Y. 











Free 'Cutawl Helps” 
Gives Display Ideas 


The 1954 edition of “Cutawl Helps” has BB 
been announced by International Register | (7 | # a ee RE L ' 


Company. The new 16-page booklet 1s 


filled with different, useful display ideas oe ee ae 
and new uses for the “Cutawl.” There are a “~ ALL PURPOSE RACK 
over 70 illustrations in the new edition. 
Included are photographs of interesting dis- 
plays and drawings suggesting original 
display ideas. 

Illustrations of appropriate window dis- 
plays for each month of the coming year ‘9 — 
are shown, with detailed instructions on ’ 30” OR 36” CHROME RING 


how each of them is made. The outstand- pews 
ing photographs of prize-winning displays, HEIGHT ADJUSTABLE : Rated “extremely 
teamed with the how-to-do-it tips, help | — en 42” 10 68” IN Flexibie’’ in Es- 
stimulate other ideas. A collection of stories | : quire Apparel Arts 
concerning leading experts has been com- | feature story 
piled in an easy to read torm. | 

A free copy may be had by writing the | 
firm at 2620 West Washington boulevard, | Pute¢ Sales 


Chicago 12. 


Greneker Conperation i | in Motion... 


Adds Patterson 
The Greneker Corporation, New York | 
City, has added George B. Patterson to its | 
sales staff. He will cover Virginia and the | 
two Carolinas, part of the area previously | iS blouses ' 
' 7 | 3 a! iat | ia dresses 
handled by Lee Waller. fae Ge jackets | oa 14a 
' | id: TEL sales nae bier) |. robes 
coats 


Reported Joining | 8 Ss iA ‘ Wi nh) gowns 
Louisville Firm | 3 Le He 

It is reported that Iva Lindstrom has re- | oN >el-0-n she 
signed as display director of Wise, Smith & | : CORPOR ATION ° F AMERI C A 
Co., Hartford, in order to head display for | 7 24 17_N. MIAMI AVENUE, MIAMI, FLORIDA 
Kaufman Straus Company, Louisville. SEE YOUR DISTRIBUTOR _— e WRITE FOR CATALOGUE OF OUR COMPLETE LINE 
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Paris Promotion 


Georg W. Peter, display director of Crome & 
Goldschmidt, Copenhagen, Denmark, describes as fol- 
lows the displays used for the firm’s recent French 
promotion ; 


“These are photographs of our interior taken 
during our French exhibition, when we had fashions, 
hats, accessories, perfume, tabrics, glass and ceramics 


imported here. Associated with us were Air France 
and the French Tourist Association, and it was a 
most successful fortnight. 


“A great part of the first floor was given over to 
the exhibition, walls being covered with photo-en- 
largements of the well-known Paris shopping center. 
To further the French atmosphere, the ceiling was 
lowered and draped with blue material, lighting 
hanging above this, making it the Parisian’s favorite 
‘Theure bleue’. Nothing was sold from the actual 
exhibition, orders being taken for the departments by 
staff dressed in French costumes. All departments 
were lightly decorated with French motifs, and had 
French goods well displayed.” 
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Room settings 
built with 


MASONITE 
PRESDWOOD 


Do the home furnishings in your store have 
that “‘at nome” look? 


Attractive settings are inexpensive and easy to build when 
you use Masonite Presdwood® for walls and partitions. 
These grainless panels are solid and substantial . . . will take and 
hold paint and wallpaper beautifully. 


See your Masonite Building Materials dealer for the several 
varieties of these useful all wood hardboard panels. 


NATURALLY STRONGER WITH LIGNIN 


memos | MASONITE 
wom!) KOR PORATION | 
! 


Dept. DW-6, Box 777, Chicago 90, Ill. 


“Masonite” signifies that Masonite Corporation is the source of the product 
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OLLOWING an apparent 
Macy’s last spring, we developed a ter- 
rific flower and garden show featuring 
three nationally known gardens in a history- 
making tribute to Mother for the week pre- 
ceding Mother's Day, May 9%. Our 
featured the South’s most fabulous gardens 
the Ida Cason Gardens, of Chipley, Ga., 
the Bellingrath Gardens, of Mobile. and 


show 


trend set by 





By COGSWELL CROMWELL 


Davison-Paxon Company, Atlanta 


Florida’s Cypress Gardens, at Winter Haven. 
Our street floor was literally bursting with 
thousands of growing plants and flowers in 
spectacular settings and arrangements, espe- 
cially designed for the occasion. Weeks of 
preparations went into the planning of this 
show, and it was declared by all to be the 
most spectacular show of its kind ever to be 
seen in this part of the country. 


other With Flowers 


The Ida Cason Gardens featured more than 
1400 prize-winning “Betty Prior” roses in 
a natural garden setting of magnolias, azaleas, 
sweet shrubs, and 60 varieties of holly. Also 
shown was a rare display of prize rhododen- 
drons. 

The Bellingrath Gardens were like some- 
thing out of Alice in Wonderland, with an 
orchid tree over 18 feet tall. This tree was 
completely covered with especially grown 
orchids by E. A. Farley, of New Orleans. 
Another feature of the Bellingrath display 
was a reproduction of part of the garden 
itself, showing ornamental iron work and a 
fountain transported for the occasion. The 
iron work and old brick were banked with 
mums, calendulas, fuchsias, and draped with 
Spanish moss. 

The Cypress Gardens display was high- 
lighted by flamboyant tropical foliage in the 
form of giant philodendron, brilliant bougain- 
villaea, banana trees, giant palms, amazing 
elephant ears, and century plants. 

To set up this display, the regular display 
stat of 25 people was augmented by represen- 
tatives from all the gardens, and 40 additional 
porters were hired for the event. 

Edward L. Daugherty, one of Atlanta’s 
leading landscape architects, was retained to 
plan, allocate, and coordinate the various 
settings. Much of the exhibit was transported 
from the various gardens by special refrig- 
erated trailers, and most of the plants were 
so valuable that they were returned to their 
owners for transplanting in the gardens from 
which they originated. 


—Upper left, a window showing part of the 

Cypress Gardens exhibit . . . Upper right, the 

fountain, grill work, and old brick of the 

Bellingrath Gardens exhibit, with the 18-foot 

orchid tree dimly seen in the background... 

Left, a general view of part of the Ida Cason 
section— 
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my NEW IDEAS 
ma NEW TECHNIQUES 


Seeing is believing... 
Best in papier mache! 


Some recent jobs... 
We do all types of figures 


and animals, etc. for in- 
teriors, exteriors, windows 
and special promotions, 
executing same in minia- 
ture, life-size and over life- 
size and interpreted in 
whimsical, realistic and 
stylized manner. 


CONSTANT 
& THOR, Inc. 


124 CHAMBERS STREET 
NGw VORG 7. WM. YV. 
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Display 


By ARNOLD JANOWITZ 
Allied Display Materials, Inc., 


New York City 


HE writer has visited Europe each year 

for the past seven years, the trips in- 

cluding such countries as England, 
France, Holland, Germany, and on occasion 
Denmark and Switzerland. This has given 
me an excellent opportunity to observe dis- 
play in these various countries and to note 
the progress being made therein since the end 
of World War II. 

Of particular interest is display in Ger- 
many. From my experiences and observa- 
tions | believe that the display industry in 
that country is booming, as are all other in- 
dustries. (A recent issue of Life magazine 
was devoted to this subject.) Most of the 
department stores in West Germany are either 
newly built or at least modernized. The 
most outstanding stores are to be found in 
the cities of Frankfort-on-Main, Dusseldorf, 
Hamburg, — and not to forget, of course — 
West Berlin. 

Merchandise is plentiful and once again 
competition among retailers is very keen. 
(nce more the department stores have to be 
alert and “on their toes,’ displaying merchan- 
dise in an outstanding way in order to pro- 
mote the sale of their goods. Because of 
this competitive pressure, most of the window 
settings are unusual and really beautiful. 
Window settings are usually changed once a 
week. All windows in the better stores are 
done in excellent taste and are especially neat 
in appearance. Also the specialty shops show- 
ing men and women’s wear, accessories, and 
the like are up-to-date to the extent that they 
compete favorably with those in Paris. I 
noticed that the department stores in Europe 
use more animated displays than is the case in 
the United States. 

One outstanding example in display which 
is apparent to the world shows West Berlin 
as “an island behind the Iron Curtain.” All 
the department stores in that section of Ber- 
lin are newly constructed and are up-to-date 
in every respect. I think that Kaufhaus des 
Westens is the most beautiful and the largest 
store there, and it certainly has some of the 
most effective displays to be found in all 
Europe. Week after week they do an out- 
standing job, and from my experience in the 
field of display I could readily see that a 
very generous budget is allowed for display 
by the store. 

The display director of Kaufhaus des Wes- 
tens is Joseph Arnold, whom I have known 
for more than 25 years. He is, and always 
was, one of the top displaymen in Europe. 
Prior to World War II he was the display 
director of the Hertie Department Store, in 
Hamburg, and after the war he became con- 
nected with his present firm, which belongs 
to the same concern. The photographs shown 
here are examples of his work. 
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SK Was A Boy! — but they 


REPRINT — READER'S DIGEST 


W hose Birthday 
Do We Celebrate? 


Condensed from 
The Saturday Evening Post 
William F. French 


" Y TOUGHEST JOB in Japan,” 
M said Sgt. Chuck Johnson, 
after a stretch of occupa- 
tion duty, “was answering questions 
the Nips asked — about democracy, 
private enterprise, the American 
way. Even the kids came up with 
some lulus. And this time of year 
| find myself remembering one 
question thrown at us by an eight- 
year-old named Ito. 


“A bunch in my company threw 
a Christmas party for the Jap kids. 
The program featured the young- 
sters singing ‘Silent Night’ in Eng- 
lish. and a GI in a red Santa Claus 
suit and cotton whiskers giving out 
presents. It was a friendly, happy 
party, with lots of food, and pack- 
ages for everybody. 


“Then little Ito asked his ques- 
tion. Roughly translated, it was: 
‘Whose birthday is it? The man 
with the whiskers?’ 

“Someone told him we were cele- 
brating our Saviour’s birthday. But 
he was confused. From all he could 
see, Santa was the main attraction.” 


Whose birthday is it? Do the 
millions of dollars of Christmas ad- 
vertising tell us? Or the lavish dis- 


The Saturday Evening Post (December 20, 
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plays in store windows, the elabo- 
rate decorations, the light-strung 
trees? Santa Claus is everywhere 
—but even the children might get 
more out of Christmas if they knew 
more about Him whose birthday 
ut Us. 

Where do we see His picture? 
Who can spare space for it amid the 
toys, the jewelry and yuletide gew- 
gaws’ Many years ago there was a 
man who could. He had a little 
candy store near the railway station 
in Fargo, N. D., and barely eked 
out a living. But he trusted me and 
my brothers and the other young- 
sters of the town when they wanted 
candy and didn't have pennies. 


While other stores drew trade 
with mechanical Santas and win- 
dows bright with shiny steam 
engines and beautiful dolls, the win- 
dow of his little shop showed only a 
cheap lithographed picture, faintly 
lighted by two small candles. It 
wasnt a picture of the Babe in the 
Manger. The face in that picture 
was sad, with downcast eyes and a 
crown of thorns on the head. It 
clashed with the gay, festive Christ- 
mas atmosphere. 


But shoppers stopped before that 
picture on cold Christmas Eves, 
even in bitter Dakota blizzards. One 
never forgot that dim little window. 
In the midst of competing displays 
up and down the street, it asked, 
“Whose birthday is it?” 


The picture gave the answer. 


52), copyright 1952 by The Curtis Pub. Co., 
ndependence Square, 


Philadelphia 5, Pa. 
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CALIFORNIA DISPLAY 


FRANK DUNN 
2104 Allesandro Street 
Los Angeles 39 


VATIVETY 
DISPLAYS 


LIFE SIZE & HALF SIZE 
FOR INDOORS OR OUTDOOR 








a set 
to fit any purse. 





NADI Makes Known 
Officer Nominations 

John F. managing director of 
the National Association of Display Indus- 
tries, makes known the following nomina- 
tions for the election ot officers to be held in 
New York City at the NADI membership 
meeting on June 17 


Bowman, 


(,arrison- 
first 
Standard 


President, l T. Vierheller, 
Wagner Company, St. Louis; 

president, Charles R. Waldman, 
Fixture Company, Dallas; second vice-presi- 
dent, Fritz Oltmann, Oltmann Decorating 
Company, Omaha; secretary, Sylvan Freund, 
Decorative Plant Corporation, New York 
City: treasurer, Richard J. Adler, Adler- 
Jones Company, Chicago. 


vice- 


directors, with terms 
Bernard Schwartz, Ber- 
nard Schwartz & Company, New York 
City; David Sloan, Capital Merchandising 
Company, Brooklyn; John E. Campbell, 
Sherman Paper Products Company, Newton 
Upper Falls, Mass.: Edgar E. Moser, Allied 
Display Materials, Inc., New York City; 
Junius Fisher, General Display Corporation, 
Cincinnati; Clemens Scheuer, Scheuer Cre- 
ations, Inc., New York City, Albert 
Bliss, Bliss Display Corporation, Long 
Island City, N. Y.; Lawrence J. Charrot, 
L. J. Charrot Company, Inc., New York 
City; Philip S. Gray, Schack’s, Inc., Chicago. 

It 1s }owman that 
Louis planning and 
department of Sears, Roebuck & 
Co., Chicago, who was to serve as Cco- 
chairman with I. T. Vierheller at the NADI- 
National Retail Dry 
Display Clinic during Market Week, will 
not be able to attend. His place will be 
hiled by Harold Melnicove, vice-president 
and director of merchandise presentation, 
The Hecht Company, Washington. The 
welcoming address at the Clinic will be 
made by Dean Charles M. Edwards, Jr., 
New York university School of Retailing. 


For the board of 
expiring in 1957: 


also announced by 
Banks, national store 


display 
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Amplex Announces Line 
Of Fluorescent Starters 

A complete quality line of fluorescent 
lamp starters, utility, automatic, and push- 
button reset types, has been made available 
by Amplex Corporation, 111 Water street, 
Brooklyn 1. They are designed to give 
fluorescent lamps longer life, plus protection 
to the entire installation, while cutting down 
maintenance The firm will send 
descriptive literature on request. 


cost. 


Henry Callahan 
In Europe 

Henry Callahan, window display director 
of Lord & Taylor, New York City, is spend- 
ing a month in Europe, visiting Paris, 
Milan, Florence, Venice, Amsterdam, Lon- 
don, Dublin, Shannon, and Belfast. He 
will return around the middle of July. 








Your New York. BUYING GUIDE 


Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 


DISPLAY MATERIALS 
For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 31st St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Kalmo Textiles, Inc. 
123 West 44th St. JU 2-5185-6 


DISPLAY FABRICS, SATINS, SHEERS, 
AND MONKSCLOTH 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


A. Lutz 
3 West |8th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Bois Smith Studios 
228 West 39th St. LA 4-4492 


WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 


Papier Mache, Industrial Exhibits and Dioramas 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St., New York OR 5-1200 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Miya Company, Inc. 

39 East 28th Street MU 5-351] 
Manufacturers and Importers of 
ARTIFICIAL FLOWERS & 

ORIENTAL GOODS 


Bird Cages, Lanterns, Parasols & Novelties 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 


FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





Decorative Plant Corp. 


136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 


Sell to Jobbers Only 





The Display Equipment Corp. 
147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 


CORONET & WINDSOR 
MANNEQUINS 


Louis Schneider Corp. 
& East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Fashion Museum 
16 West 77th Street 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fail 
promotion. Ask for information. Recommended by 
N. R. D. G. A. 


TR 3-9103 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 








P.B. of New York, Inc. 


(subsidiary of B. B. Butler Mfg. Co., Inc.) 


Genuine “PEG-BOARD" Products 


Perforated panels and metal fixtures to help solve 
your display problems. Visit our showroom. 


1! West 42nd Street OXford 5-0088 





Frankel Associates, Inc. 
56 West 45th St. MU 7-3434 
DISPLAY FABRICS & ACCESSORIES 


732 S. Wabash Ave., Chicago; 
424 Book Bldg., Detroit; 819 Santee St., Los Angeles 


When in New York 


by * Wedium 


122 East 27th St. MU 4-1616 
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Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


TOC Lae a] a Ce 








Beauty achieved in the in- 
genious use of basic materials, 
such as wire, wood, plastic, steel, 
foliage, paper, fabric and foil produce 
the display properties that make sales 


easier for retailers everywhere. 





And in New York, display center 
| AY of the world, these display 


specialists await your visit 





during Market Week. 











Trends In Modern Merchandising 


By R. G. SEYMOUR, Director,* 


Bureau of Business Management, 


College of Commerce and Business Administration, University of Illinois 


ODAY in retailing we are witnessing nificant trials in drug, hardware, variety, 
| what E. B. Weiss has called “The department, furniture, and other types of 
Retail Revolution.” That revolution 1s _ stores. 
characterized at this point in our history by This revolution is not occurring in a 
the movement toward simplified selling and vacuum. It is the result of some funda- 
easier buying in all types of retail stores. mental factors which have been gaining 
The movement was pioneered more than 25 momentum for many years and which are 
years ago in the food store. Today the now being brought into focus. The revolu- 
“new” selling techniques are receiving sig- tion is occurring because of the action of 








CHANGE IN 
PUBLICATION DATE 


To conform with accepted publication practice and because 
of continuing requests from both readers and advertisers, 
we find it desirable to change the publishing date of 
DISPLAY WORLD from current dating to predating. 


At the present time DISPLAY WORLD is published on the 
fifteenth of the dated month. This means that the subscriber 
does not receive his copy for a given month until the latter 
part of that month. 


Under the new plan DISPLAY WORLD will be published 
on the twentieth of the month preceding the dated month, 
so that the subscriber will receive each issue just prior to 
the month of issue. 


This will permit better timing for both editorial content and 
advertising announcements by the display industry. 


To put this new plan into effect the July and August issues 
will be combined and issued on July 15. Subsequently each 
issue will be published on the twentieth of the month pre- 
ceding its date as follows: 


SEPTEMBER ISSUE .. OUT AUGUST 20 
OCTOBER ISSUE .. OUT SEPTEMBER 20 
NOVEMBER ISSUE .. OUT OCTOBER 20 
DECEMBER ISSUE .. OUT NOVEMBER 20 


To accommodate this change all current subscriptions will 
be advanced one month, so that the same number of copies 
as originally paid for will be received by each subscriber. 
We believe this change will meet with your approval, as it 
enables us to give you a better-timed service. 


DISPLAY WORLD 


CINCINNATI 1, OHIO 











basic forces. These might be grouped into 
Six categories. 

1. Consumer Franchise by Manufacturer 
Brands: 

sy strong brand promotion, manufactur- 
ers build consumer recognition, consumer 
knowledge, consumer acceptance, and ulti- 
mately consumer demand. Much of the 
merchandise that the retailers handle to- 
day is already known to, wanted by, and 
even pre-sold to his customers. The re- 
tailer provides stock, display, tie-in ad- 
vertising, and point-of-purchase support and 
is actually a sales agent for the manufac- 
turers, rather than his traditional job as 
purchasing agent for his community. This 
means that some of the retailer's tradi- 
tional functions are shifting to the manu- 
facturers. This is important because cus- 
tomer loyalty shifts from the store to the 
brand. 

2. Intensification of Visual Merchandis- 
ing: 

When more and more lines of merchan- 
dise are pre-sold, they move with less and 
less personal selling required at retail out- 
lets. Customers recognize wanted merchan- 
dise at sight and buy on sight. Hence the 
pressure is on the retailer to get and keep 
merchandise out where it can be seen, 
handled, tried. This leads to new concepts 
of layout, fixturing, of point-of-purchase 
promotion. For example, one variety store 
chain found that total merchandise on dis- 
play could be increased 40 per cent by a 
mere rearrangement of existing fixtures. 

The trend to buy on sight — to visual 
merchandising — underlies all open selling, 
pre-selection, and self-service techniques. 

3. Changing Consumer Mood: 

Mr. and Mrs. Shopper are changing many 
of their habits. They want to devote less 
time to shopping for, and more time to 
enjoying, their purchases. They have ever- 
widening demands on their time. They have 
ever-widening opportunities for the better 
life. In a word, they are in the mood for 
easier buying. The alert retailer must meet 
that mood with action. Ten years ago the 
consumer was not in a “mood” to buy 
towels, sheets and pillow cases, or ladies’ 
hose in a food store. Today, with cleverly 
pre-packaged goods in those lines, she buys 
them in somewhat the same “mood” as she 
does many food items. As one Batten, 
Barton, Durstine & Osborne executive put 
it, “Even though your merchandise is not 
being sold self-service, it is being sold to 
self-service-minded customers.” 

4. Decline of Price Competition: 

Price is no longer the only controller of 
patronage, if it ever was. One of the rea- 
sons for the development of manufacturer 
brands is the degree of control that the 
manufacturer gains over price competition. 
The consumer franchise gained by many 


*Digest of an address given at a display clinic 
in Ann Arbor, Mich., April 21. 
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branded goods usually revolves around non- 
price promotion and real or imagined prod- 
uct differentiation. The traditional auton- 
omy of the retailer to price his own goods 
has been weakened by resale price main- 
tenance and a variety of administered price 
arrangements. He competes with other re- 
tailers selling the same goods at the same 
price and must compete’ on a _ non-price 
basis. While this does not imply that non- 
price competition is ineffective, it does mean 
again that the consumer for pre-sold, price 
administered items is apt to have more 
loyalty to the brand than to a particular 
retail store. Hence the service retailer be- 
comes fair game for the so-called mass dis- 
tributors, the discount houses, and others 
that capitalize on the sale of branded, price 
administered (?) goods. 

5. The Big Squeeze on Profits: 

The development of heavily promoted 
branded merchandise and the relinquishment 
of certain traditionally retail functions to 
manufacturers lead inevitably to downward 
pressures on retail margins. Simultaneously 
there is upward pressure on operating costs, 
especially for personnel. The net profit 
position of retail stores has suffered since 
World War II, but the pressure was build- 
ing up for many years before that. The 
current squeeze on profits is not a tempor- 
ary factor, but is the result of fundamental 
long-run forces which are causing the basic 
characteristic to change. Slowly, to be 
sure, but certainly to change. 

These basic factors cause retailers to 
seek ways to cut costs per dollar of sales. 
Some have accomplished cost reductions by 
space engineering, by work simplification, 
by shifting functions to manufacturers, on 
the one hand, and to consumers, on the 
other, by diverting and broadening their 
merchandise appeal, and so on. 

6. Inherent Ineffhiciencies of the Retail 
a ie r display materials 
The retail business is subject to un- ve ° ° 
controllable hourly, daily, weekly, and sea- Br. plier has a full line 
sonal peaks and valleys in _ patronage. °o é bautiful colors. See 

Studies show that typical retail sales per- at 

sonnel spend only one-third of their time 
with customers, one-fourth of their time 
with customers who buy, and one-seventh of 
their time actually selling. Traditional re- 
tail selling is inherently inefficient. Sales 


training is of limited effectiveness when THE REYBURN MANUFACTURING COMPANY Lie 


the clerks’ sales opportunities are relatively ROYERSFORD, PA. PHILADELPHIA, PA. 
infrequent. Therefore, the retailer seeks to 
increase the productivity of his personnel 
by substituting routine for high-cost jobs, 
by freeing his sales people to sell instead 
of wrapping and making change during 


rush periods, by letting his customers 
browse his merchandise, pre-select their ey 
purchases, or even serve themselves when 


they can. And they frequently can, because 50 
the merchandise is so often pre-sold and NLY 6: EACH 
purchased on sight. ATO 

When we talk about self-service, or what- Glamorize your mannequins, both old and new, with MAN-KIN 
ever name we put to it, we are not talking Wigs. Always fresh and neat, these long lasting wigs will not 
about self-service for its own sake. We are dishevel or deteriorate. MAN-KIN Wigs are available in 


talking about how to increase the produc- popular styles and colors. 
tivity of our retail resources, our money, 


our locations, our buildings, our fixtures, ORDERS SENT ON 10 DAY APPROVAL 


our people. All of the above factors are 
forcing us to find more efficient, more pro- ALL PURPOSE PRODUCTS CoO 
ductive ways to distribute goods and serv- ” 


ices at the retail level. 354 W. 44th STREET JU. 2-3126 NEW YORK CITY 36 
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Welcome 


N.A.D.Lers 


é 4. 
Phil Chingos Mericye N.Y.1 ¥- Tom Kares 


Do it the Natural Way 














payon 


AEROSOL 
BOMB TYPE 
FREON 
PROPELLED 


Instant customer appeal. Just shake can 
and paint — no mixing, no clean-up, no 
compressor or hose needed! Guaranteed 
non-clogging, removable spray valve. Ideal for 1001 
paint and touch-up purposes around the Display 
Shop, Show Window or out on the job. Colors in- 
clude Chrome Aluminum, Gloss White, Gloss Black, 
Meadow Green, Bright Red, Medium Gray, Royal 
Blue, Ivory, Bright Gold, Clear Acrylic Plastic, 
Copperplate, Yellow, Black, White and Aluminum 
Lacquer. Magic Snow Sprayon at lowest market 
price. Also complete stocks of Sparkle (Glass 
Tinsels) bulk or packaged. 


Attractive Merchandiser Displays Available. 
Write for color cards, literature and prices. 
DEALERS & WHOLESALERS: Opportunity for several 
select, pretected territories still available. 


Champion Bronze Powder & Paint Co., Inc. t:ce.ay pePt. « CHICAGO 12, ILL. 





FLASHERS 


Since 1900 
Force Attention, Increase Advertising Value 


3055 RIVER ROAD RIVER GROVE, ILL. 





CHICAGO DISPLAY SCENE 
[Continued from page 31] 


bread. The mannequins wearing polished cot- 
tons definitely answered the showcard ques- 
tion: “In the Market for Cottons?” The fish 
had flitter on them and were cutouts, even 
to the ones lying in the old fashioned scale. 
Grass matting on the floor of each of the 
windows added to the outdoor feeling. In 
presenting this series the backgrounds re- 
peated the pastel color of the frocks and 
canopy stripe and then were washed out with 
side lighting and one overhead spot. 

The swim suit window by Bradley fea- 
tured smartness and carried out the idea with 
fish nets, having the poles highly lacquered in 
black. The large fish in the background was 
of gold net with flitter and sequins. Back- 
ground walls were in green and blue, with 
blue mica on the floor for water. 

Spring is an important time for J. Bog- 
hosse, director of display and the allied de- 
partments at Goldblatt’s, with more than 159 
people under his immediate direction. Spring 
to him is planting time, for he is a devoted 
gardener. This can be seen in the reflection 
of the windows that were used recently, and 
in the main aisle setting where papier mache 
branches looked like the real thing; on each 
of the 16 columns there were alternate flowers 
of yellow, pink, aqua, and green. 

Boghosse followed out this same tree branch 
idea “Right in Your Own Backyard” where 
playthings and children’s play clothes were 
shown, as pictured next. The sun was sus- 
pended and by adjusting the spot from the 
left side it was beautifully exaggerated into 
a smiling face on the background. The series 
of windows showed how to have fun in one’s 
own yard. 

Recognizing the importance of coordinates 
and how these may be juggled was the story 
several windows told at Goldblatt’s (not pic- 
tured), each having the same background with 
a monkey juggling colored balls, and fern 
greenery adding a dash of balancing color to 
the brilliant tones in the ensembles. The 
wooden balls added height to the window and 
were on strings, with the sun illumined with 
an amber light. Bamboo strips added an 
air of coolness. 

Four windows at The Fair, each showing 
a different resort apparel, were developed by 
Reed Schlademan around a sort of shadow- 
box with the mannequin so arranged as to 
be illumined and the _ high-lighted netting 
holding some travel folders. This window for 
lovers of water included the shell of a boat, 
suggested underwater flowers and shrubs. The 
decoration on the box was a rattan sun. 
Colored gravel also stressed the type of 
apparel for the time and sport. 

Baby windows are usually a dime-a-dozen, 
but the one that Schlademan offered recently 
was developed on a fantasy theme. The 
trees were cut out of wallboard, then air- 
brushed to give several color  shadings. 
Bluish lighting was used. Spanish moss 
served to create an unusual note and even 
from these strands were suspended angels in 
pink, blue, and white. 

Some of the younger men on “the street” 
told this reporter that it is only a matter of 
time until there must be as much attention 
given locally to the interior displays as to 
that of the windows. 

“We like to get the people into the store,” 
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said one man who refused to be quoted, “but 
we don’t follow up our windows inside to 
show them use, or to create new ideas for the 
customer. We can’t just show new ideas 
in apparel or accessories unless we show 
how these are worn. That's the secret in 
selling. That’s what we try to do in the 
windows, and according to my idea what we 
ought to do in the store itself. I’m working 
out some ideas that | hope will receive major 
executive approval.” 

When this idea was broached to other 
display directors there was general agree- 
ment that not sufficient major interior display 
was used, unless for the big holiday festival. 





Sylvania Introduces 
New Lamp For Stores 

A new type of fluorescent lamp developed 
by Sylvania Electric Products, Inc., prin- 
cipally for retail use, is described as more 
flattering to both customer and merchandise 
under many store conditions than previously 
available fluorescent lamps. The new lamp 
is called the “Super Deluxe Cool White.” 

Developed in Sylvania’s lighting labora- 
teries, the new lamp was designed to elimi- 
nate shopper confusion between colors as seen 
under fluorescent lighting, compared with the 
same colors seen under daylight or incan- 
descent home lighting, said Charles A. Bur- 
ton, general sales manager of Sylvania’s 
Lighting Division. 

Burton predicted in many applications the 
new lamp eventually will replace the in- 
dustry’s deluxe cool white lamp or the stand- 
ard cool white lamp. He added that until 
recently some lighting either over-emphasized 
blues and greens, making it uncomplimentary 
to complexions and merchandise, or over- 
emphasized the red end of the spectrum, with 
undesirable effects on other merchandising 
colors. 

The effect of the new lamp on clothing, 
jewelry, food stuffs, and complexions was 
demonstrated at the announcement meeting by 
Don Caverly, Sylvania’s color engineer, using 
a series of three rotating light booths in 
which three models with almost identical 
hair and complexion tints were shown. Caverly 
described the new lamp as ideal for store 
illumination, except for certain departments 
such as furs and white goods, which tra- 
ditionally prefer a bluer light source. 





Max A. Caine Company 
Gets Under Way 


Max A. Caine has formed a company to 
operate under his name at 1995 Jerome ave- 
nue, New York City 53, for the manufac- 
ture of display fixtures in plastic and wrought 
iron. He will cater to the display jobbers of 
the United States and Canada. For many 
years he was associated with The Acrylite 
Company, where he designed and planned 
display units and handled sales promotion in 
the display field. 





Schreier Heads Display 
For Saks, Chicago 


Formerly senior display designer for Mar- 
shall Field & Co., Chicago, Bernhardt Schreier 
has resigned in order to direct display for 
Saks-Fifth Avenue, of the same city. The 
plans of Richard Landoff, who resigned the 
Saks position, are not known at this time. 


JUNE, 1954 


hardboard 


NEEDS NO PRIME COAT! 


TEMPER-TREATED 
FOREST BOARD? 


Unretouched Photo Shows Superiority of the New 


Temper-Treated Forest Board! These three samples 
are regular stock tempered boards, the new Temper-Treated 
Forest Board and two competitive tempered hardboards. 
All three were painted exactly alike under strict laboratory 
controls and were photographed under identical lighting 
conditions. 


DEFIES WEATHER, WATER AND WEAR 


Resists Spotting, 
Soaps, Oils, Greases! 


Tough, not brittle, for perfect work- 
ability. Uniform in surface and texture 
to give an amazing even coverage with 
only one coat of paint. Its light, lively 
brown color is a beauty. 


FOREST FIBER PRODUCTS CO. 


TEMPER-TREATED FOREST BOARD 
Variety of Panel Sizes. TEMPER. 
TREATED FOREST BOARD is available 
in thicknesses of 1/8”, 3/16”, and 
1/4”, in 4-foot panels up to 16’ long. 
Availability. if your dealer has not 
yet stocked, send us his name, we |! 
speed up his delivery for you. 


MADE BY THE MANUFACTURERS 
OF FORALL AND TEE-N-GEE 


My name 
My address. 


City 


My dealer is 


Notice the top unpainted por- 
tion of these three hardboard 
samples. The first shown at 
far left is the mew Temper- 
Treated Forest Board. Panels 
A and B are ordinary tem- 
pered boards. Notice the uni- 
formity and lighter color of 
Forest Board. 


Bottom portions show one 
coat of varnish. Notice how 
brilliantly varnish covers in 
one coat on Temper-Treated 
Forest Board. Notice the dark- 
ened, uneven appearance of 
the same single coat of var- 
nish on ordinary tempered 
hardboards A and B. This 
proves Temper-Treated For- 
est Board needs no prime coat, 
saves one coat of paint. 


COMPARE FOR YOURSELF — WRITE FOR FREE SAMPLE 


P. O. Box 68D1, Forest Grove, Oregon 
Send me a generous Free Sample of new 
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WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 














“BACK TO SCHOOL" 
DISPLAY ACCESSORIES 


Send for catalog 


THE MULDNER COMPANY, INC. 
397 Bridge St., Brooklyn 1, N. Y. 

















motion 
devices 


make ‘em 


STOP 


Model TT25/17 
Turntable with tier 


(TS/8) 


LOOK 


Model BP 45/12 
Battery Powered 


Turntable 


BUY 


Model MM35 


Mystery Motion 
Display with tiers 
(TS35/2) 


Survey after survey proves overwhelmingly 
that motion displays stop more traffic, lead to 
Vue-More turntables and motion 


add 


from the 


more sales. 


devices are precision designed to real 


display drama to your product 
smallest piece of jewelry to the largest of 
appliances. Silent, smooth running, dependable 


Vue-More! 


size and type display 


your best There’s a 


stock 


for every budget 


buy is 
model for every 
eed. 

Write for tlustrated catalog and price list of 
America’s most complete line of motion devices. 











Rosenblatt & Kahn 


Sponsors Contest 

Rosenblatt & Kahn, manutacturer of girls’ 
coats, 1s sponsoring a window display con- 
test to tie in with the firm’s fall advertising 
campaign, the theme of which 1s “Little 
Travelers Love Their Bambury Coats.” The 
contest is in conjunction with Capital Air- 
lines. Windows must include coats from the 
Bambury 1954 fall-winter line, display ma- 
terial supplied at no charge by Capital Air- 
lines, and the advertising campaign slogan. 

Grand prizes are all-expense trips for two 
people with New York City, 
New Orleans, Miami Beach, or Washington, 
D. C. The contest will have two classifica- 
tions: department stores and specialty shops. 
The winner in the department store group 
will be the display director, while in the 
specialty shop group it will be the = store 
owner. Tweive additional prizes will be 
made in each group. Special awards will be 


a chi ice ot 


made to the children’s wear buyer or buyers 
in the grand prize winning stores. Contest 
judges will be authorities in the display 
field. 

Complete rules and registration blank 
will be supplied by writing to: Dusplay 
Contest Department, Rosenblatt & Kahn, 


520 Eighth avenue, New York City. 





Many Display Uses Seen 
For "Cranescriber™ 

Cranecraft, Box 76, Mamaroneck, N. Y., 
has placed on the market either 18- or 
36-inch tempered aluminum “Cranescribers” 
for the use of display artists, signmen, and 
It is said to solve all scribing 
It does elliptical lay- 
outs, controlled brush circles, and can be 
used as a straight-edge rule, raised edge 
striper, and 3-foot beam compass.  Luitera- 
ture will be sent on request. 


engineers. 
problems with ease. 



































—The art of live model draping is virtually extinct in America, but is still practiced in Europe. 

Here, for the benefit of those who may never have seen how it is done — and for the old-timers 

who remember the days of Herman Frankenthal, one of the greatest at draping — is a series of 

pictures showing progressive steps from start to finish. The displayman is Waldemar Werner, 
display director, Kaufhof-Hohestrasse, Cologne, Germany— 
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L PRODUCTS CORP. 


STREET © NEW YORK 12. N.Y 
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FURNITURE DISPLAY 
[Continued from page 19] 


sasically everyone has a sense of good 
design, Schwartz believes. “Although all may 
not know how to put things together,’ he 
says, “still they appreciate good design. Pre 
“That is why we use the same care with 


3 ae Re 
os? Pa " 
f . ° : ye 
whatever price tag merchandise we are fea- ig : 
turing.” r 4 , 
His left f Rt. a 
Fd a rete Bs sae 


window to the of the main en- # 
trance again showed no merchandise.  In- r 
stead a large and lovely piece of gnarled 
driftwood was set in a sea of white sand. 
Sharing the spotlight was one big shell 
filled with fern and coral. Deep, deep brown 
fish net was draped from many angles. 

“With the wonderful opalescent color you 
get from shells,’ says Schwartz, “plus the 
floats and the star-fish with sunburnt color 
for accent, this window really created a 
harmonious effect.” 

All lighting effects were done with 300- 
watt spots. 

The corner window of this particular “Pa- 
cifica’”’ series drew the greatest public com- 
ment. Here one saw an Oriental suki-yaki 
table, laid with an obi cloth (more often 
worn as a sash by Japanese women). The 
table was set complete, ready for dinner. 

“When word got back to us,” said Schwartz, 
“that everyone at Jackson’s sits and eats on 
the floor, we quickly modified our enthusiasm 
for this carefree way of life. We are now 
careful not to introduce floor seating treat- 
ment more than once every three months.” 

Tall split-leaf philodendron plants served to 
enhance the center unit, the delightful low 
table made of teak wood and ebony. While 
the entire window was carpeted in gray felt, 
the table stood on a “Pacifica” lahala woven 
mat done in natural color with tones of 
brown. The inviting looking “chairs” for 
the nimble limbed were rubber cushions. 

All of Schwartz's window displays are in- OUR 257TH YEAR 
stalled with spontaneity. Although he may 
occasionally draw a thumb nail sketch, he 
rarely plans in detail. He has two helpers 
and one carpenter, and the four of them 
a, niger Dey quarters on the top Our new WIDE OPEN SPACES provide a smooth, compact, 
oor of the puiiding. ° ° ° ° 

ices” Weleasnete’ chemi aa at Gia lies production-line flow to give YOU better service at lower cost. 
for a moment during this interview one of 
his assistants said, “He really is a genius. 
He very rarely sketches, but just plans it all 
right up here (indicating his head). Yet 
we never have to run back and forth. Every- 
thing needed is taken to the window at once. 
His planning and efficiency are marvelous — 
and besides that he is a real artist.” 
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John Govanus Joins 


Stensgaard, Chicago ROOM 


John Govanus has joined W. L. Stensgaard N 4 
& Associates, Inc., Chicago, as graphic arts | I dl DI € 2 
production manager. <A _ native of the city, 633 
Govanus attended De Paul university and the 
University of Michigan, from which he was 
graduated with a B.S. degree in wood tech- 
nology in 1939. He served as a naval officer 
in the Pacific during World War II. 


After the war he became interested in the ‘ GIANT 
application of the graphic arts to the point a LIONS HEADS; | 








of-sale advertising industry. Joining Stens- B8G3O° | 
gaard culminates eight years of experience in L/OWS EMBLEMS woo 


letter co. 


all phases of lithography and other printing, Complete Line of Floats and Props! | * INCORPORATES 


silk screen process, paper specialties, and A. SAZANI Renage Corstnne 
also in administration and customer contact. BI-60 Dongan Ave. Elmhurst, N.C. LExington?-0280 | 151 WEST 18th STREET, NEW YORK II, N. Y. 
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AD-SPOT snaps 
on to all stand- 
ord card holders 


SCHOOL DRESSE 
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@ Cuts down sign shop expenses 
by savings on labor and ma- 
terials 


@ Creates more effective sales 
cards while retaining regular 
cards 

DOZENS OF OTHER USES ... Size range on 

garment racks ...‘*Dollar Day,” “‘E.0.M.,”" 

Store Hours, Policy, Sizzler Punch Lines, 


etc....THE PERFECT MEDIA FOR INTERIOR 
ADVERTISING. 


5'"' Diameter... Chrome Plated 


$9.50 perDoz. $75. per 100 
$350. per 500 $650. per 1000 


DIE-CUT CARDS in white, green, 
buff, lemon yellow, bive, emer- 
ald green, azure, cardinal, coral. 


$1.50per100 $13.50 per 1000 
All prices F.0.B. Oakland, Calif. 


ILD.E.A.S. Wnlioncted 


3541 PERALTA ST., OAKLAND 8, CALIF. 


_ occupied foyers and escalator wells. 


| jects; Oregon State 


| painted for the occasion. 








MEIER & FRANK PROMOTIONS 
[Continued from page 21) 


thus barely, the policy gives no inkling of the 
beauty achieved. Colored spotlights give 
depth to the window, soften the background, 
and dramatize the fashions shown. 

“Oregon Products Week, sponsored by the 
Portland Retail Bureau, gives us occasion to 
stage an ambitious display presentation, more 


elaborate this year than ever before. Our 


store-wide featuring of many industries gives 
a break to small manufacturers and serves, 
we hope, to encourage Civic enterprise. 
“Evergreen trees were used all around the 
street floor for this event this year, with 


| 4-H Club fowls and animals on all ledges. In 
| addition to 128 manufacturing demonstrations, 


four blocks of window displays — mostly 
with live action made up the show. Dem- 
onstrations invaded most departments and also 
These 
represented, besides manufacturing firms of 


| the state, such organizations as the U. S. 


Army Corps of Engineers, with a scale model 


of The Dalles dam; Oregon Institute for the 


Blind, showing map making and other pro- 
Highway Department, 
with a scale model of a proposed bridge and 
the new Harbor Drive development.” 

Coinciding with the display of products 
were showings of what the state 1s doing in 
artistic and literary fields. John Wadding- 
ham’s watercolors of Oregon scenes, on ex- 
hibition in the sixth floor gallery, were 
Eleven state au- 
thors were presented in daily autograph 
parties in the book department on the same 
floor. 

As usual, the biggest crowd stoppers were 
the live windows: three bear cubs from the 
zoo trying to climb the heavily branched 
evergreen trees in their corner location, 
scuffling with each other, or attempting to 
scramble over the wall into the next window, 
where the training of pedigreed dogs was 
demonstrated, and gorgeous members of the 
parrot family — parakeets, love birds, cocka- 
toos, and cockateels. 

Setting up what amounted to a square block 
fair, without slowing down sales machinery, 
posed problems admirably solved by Palmer 
and his staff and cooperating departments. 
Sometimes, he admitted, getting such displays 
out of the store seems more of an undertak- 
ing than setting them up. 

“On an average, one fashion show a week 
is given. During Oregon Products Week, 
we were first to televise a fashion show sent 
by remote control over KPTV from our tea- 
room. Twenty-seven manufacturers cooper- 
ated in presenting their creations against 
backdrops of state scenes, on a stage lined 
with shrubs. Patti Throop, as Miss Oregon, 
was hostess of Oregon Products Week and 
led the review. 

“A most colorful event was our 1953 fall 
flower show, so successful that we will repeat 
it this year. It used 1,000 dozen dahlias, 925 
dozen gladiolus, 48 hanging baskets of fuch- 
sias, and 300 shrubs at the entrances. Dis- 
plays were also carried in escalator wells. 
Since the show lasted an entire week it was 
necessary to fill in with fresh flowers to 
replace wilted blooms. One complete change 
was made. Windows held roses, one color 
to each. It was one of the most extensive 
shows of the kind I've seen in a store.” 

Christmas displays at Meier & Frank em- 


ae 
* 
Raised Letters 
Make Displays Distinct! Distinctive! 
Distinguished! 
SPANJER wood letters are perfectly pro- 


portioned by master craftsmen. Easy te 
use. In stock for IMMEDIATE shipment. 


Write for FREE illustrated folder and price 
list today! 


SPANJER BROS. 


1160 Howe St., Chicago, Ill. 
267 Mt. Pleasant Ave., Newark, N. J. 








Yucca Poles, Cholla, Red & Black 
Manzanita, Sandblasted Manzanita & 
Grape Stumps, Selected Driftwood 


We Procure Our Own Materials 


Russel Morris of California 
990 S. Live Oak Fontana, Calif. 


RAO Foil Paper, Base Metal 
RAO Foil Cloth 


Special Discount to Jobbers 


R. A. OHLHORST 











278-292 Johnsten Ave. Jersey City 4, N. J. 








EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 


Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers — Mfgs. — Exporters 
NEW YORE 18, WN. Y. 


56 W. 36th STREET 








SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 
Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 








PICTURES 


For all decorative purposes, specializing in 
window display. Highly colorful. _Alll sizes. 
Send for information or samples to 


JOSEPH HOOVER & SONS CO. 
1270 Broadway, New York City 1 


AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 




















USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
REPRESENTATIVES WANTED 
« 


$4.00 Per Column Inch 
CASH WITH ORDER 
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ploy animation, sound, and living interest. A 
corner window is built around a jovial Santa, 
whose ho-hos shake his fat sides and _ start 
viewers chuckling in sympathy. Further ani- 
mation is introduced by a toy-laden train 
tootling through the window, its track wind- 
ing around a large array of toys. Another 
corner window is often given to an extensive 
miniature railroad equipped with waterfall 
and whistle. But the most universal appeal 
centers in the corner where reindeer, penguins, 
or other seasonally appropriate animals hold 
court. 

Theme of the May promotion — “Hurray 
for fun!’ — was written in white script on 
many of the windows. All windows and 
much of the interior display area featured 
fashions, furnishings, and equipment for out- 
door living. Displays in the Alder street 
corner windows were built around two autos; 
one was a flashy red and packed by manne- 
quins with picnic accessories; the other was 
cream colored. Copy cards read: “Hurray! 
for Top-Down Touring Coordinated by 
Pendleton,” and “Hurray! for Cross-Country 
Commuting. Travel-happy Suits.” White 
gravel on the floor and artificial red and 
yellow shrubs gave an illusion of the out- 
doors. 

The Morrison street corner featured sports- 
wear for the family in three Hawaiian prints 
made for Meier & Frank’s by Kahala. Bam- 
boo furniture and India rush squares gave a 
fitting setting. Copy read: “Hurray! for 
Gala get-togethers. Kahala go-togethers.” A 
two-thirds page ad tied in with the display of 
exotic prints. 

Sixth avenue windows were a sea of swim 
fashions with the theme: “Hurray! for Surf- 
and-Sunning. Seaworthy Elegance.” Frames 
were chartreuse fishnets and coral fronds. 
Narrow transparent plastic streamers simu- 
lated waves, into which were suspended man- 
nequins wearing a variety of swim suits. 
Spotlighting of blue and sea green gave the 
background a close semblance of the beach, 
with wire fish, glass floats, seaweed, and 
coral attached to the backdrop and others 
scattered on the floor. 

The most elaborate promotion is in the 
offing. “In three more years,” Mr. Palmer 
explained, “Meier & Frank’s will celebrate 
its hundredth anniversary, which occasion will 
call for something startling in the way of 
display. We already have some things on 
hand for it.” 


—_— 


Robert Cooms Joins 
Meyer's, Boston 





It has recently been announced that Rob- 
ert S. Cooms, formerly doing business as 
Robert S. Cooms Displays, of Brookline, 
Mass., has merged his business’ with 
Meyer's, Inc., 20 Lincoln street, Boston. 
In addition to display fixtures, fabrics, 
decorations, and papers, Meyer’s is expand- 
ing to include many other novelty display 
items, as well as gift-wrapping papers and 
ribbons. 





It's A Girl 
For Tuppers 

Jim Tupper, art director of DISPLAY 
WORLD, and Mrs. Tupper are the parents 
of a daughter born on May 22. It is the 
couple’s third child. 
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The big names in business and in retailing, organizations with nation-wide reputations, 
employ Mitten’s Letters to put character into their sign and display work. The New York 
Savings Bank is no exception. Window and interior sales messages such as the one shown 
in the illustration above are made with Mitten’s Letters. In the retail field, at stores such as 
Bullock’s, Rich’s, Robinson’s, Gump’s, Macy’s — where outstanding displays are commonplace, 
youll find Mitten’s Letters playing a featured role. Along Fifth Avenue — B. Altman, 
Franklin Simon, Russek’s, Broadstreet’s, Peck & Peck constantly use Mitten’s Display Letters. 
They use them with all kinds of displays, with every type of merchandise and in almost all 
store departments. It’s with good reason that America’s better stores and business organiza- 
tions use Mitten’s Letters. 

Mitten’s Letters are designed for flexibility. The 14 letter styles are designed to work 
together in countless combinations, serving two purposes at all times. First, to decorate through 
their modern, yet classic beauty of line and form. Second, to emphasize a sales message by 
their clear, readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering 
satin to the roughest concrete, depending on the effect you wish to achieve. Their depth of 
relief gives beauty and readability to the message, and by using side, direct or background 
illumination, dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive 
than wood or plastic cut outs, are much more attractive and are ready for instant use. 


For complete information and prices, write for Broadside No. 27D 


Manufactured by 
Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 


Distributed by 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
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ARTIFICIAL FLOWERS AND 
DECORATIVES 


for Show-window and interior displays. 
the lowest prices. From the 
the displayman. 

WRITE FOR CATALOG. NO JOBBERS, PLEASE! 


BARTH'S DECORATIVE STUDIOS 
SiS N. Chestnut St. Colorado Springs, Colo. 


PLASTICFOAM® [Fict Face Letters 


for indoor use 
2'/2"" x '/2"" thick, per 100.. ..$ 5.00 
5" x 2" thick, per 100.... ee 10.00 
Your selection 
Custom cutting and 
the trade. 


Best quality at 
manufacturer direct to 
carving in 
Inquiries invited. 


PLASTICFOAM PRODUCTS 
948-54 Metcalf Avenue New York City 72 


Plasticfoam® for 
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PRANG 
TEMPERAS 
are the choice 


of them 
all! 


BEST FOR.> 


all-around Signs, 
Showcards and Posters 
on paper or 

cloth. 


BEST FOR-> 


Visual Aids, 
Illustration and 
Sales Presen- 
tations. 


BEST FOR.> 


all types 
of Lettering and 
Design Projects. 


Write today for free color cards and handy 
visibility chart showing use of color according 
to emphasis ond eye-acceptance. Dept. DW-15 


th American Crayon compa 














Order Your “Naturalike’”’ Grass Mats 


and TUFF-TURF sprinklings from your display jobber 
teday-NOW! *““NATURALIKE” are the finest GRASS 
MATS you can buy. Ask for “NATURALIKE” when 
ordering. 


MEMORIAL GRASS COMPANY 
UHRICHSVILLE, OHIO 











USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$4.00 Per Column Inch— CASH WITH ORDER 
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Lee To Do Settings 
For “Today In Tradition" 

Backgrounds for “Today in Tradition” will 
created by Tom Lee, Ltd., New 
York City, the Merchandise Mart, Chicago, 
announces through its general manager, W. 
The exhibit will formally open 


and will feature the new home 


| furnishings of traditional design best adapted 
for today’s homes. 





Deltox Rug Sponsors 
Display Contest 


Prizes for both the displayman and de- 


| partment buyer are being offered by Deltox 


| tion 





1 


Company, Oshkosh, Wis., in 
with a display contest providing six 
separate groups of identical display awards 
for stores of various types and sizes. First 
prize in each group is $75 each for the 
displayman and buyer, with $50 for second 


Rug connec- 


prize and $25 for third. The company will 
pay up to $7.50 for each display photograph 
(made by a professional photographer) sub- 
mitted. The contest closes on June 30. 





Stern Joins Austen 
As Representative 

Harold Stern has joined Austen Display, 
Inc., New York City, as the firm’s exclusive 
representative in the South. 





COMING UPI! 

National Assn. of Display Industries 

Market Week June 19-23 
Father’s Day June 20 
National Swim for Health Week June 20-26 
Independence Day July 4 
National Farm Safety Week July 25-31 
National Aviation Day August 19 
Labor Day ... September 6 
National Tie Week September 11-20 
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ONE OF OISPLAYS MOST CHARMING AND BEST-KNOWN LADIES 
IS MRS. VIERHELLER, WHO IS OFFICIAL HOSTESS FOR THE FIRM 
AT EVERY DISPLAY CONVENTION 


'°: HUSBAND,WHO IS HEAD 


GARRISON-WAGNER CO., ST. LOUIS 


OR MARKET WEEK. HER 
ASSOCIATION WITH 

- OISPLAY CAME ABOUT 
THROUGH HER MARRIAGE 

. 42 YEARS AGO TO HER 


+’ OF THE GARRISON-WAGNER 
CO., AND PRESIDENT OF 
THE NATIONALASSOCIATION 
OF DISPLAY INDUSTRIES. 
SHE IS VERY ACTIVE IN 
LOCAL DISPLAY CIRCLES, 
AND FOR SEVERAL YEARS 
WAS PRESIDENT OF THE 
WOMENS AUXILIARY OF THE 
ST. LOUIS DISPLAY GUILD. 
HER HOBBIES: HEA 
.. GRANDCHILOREN, AND 
_y ATTENDING DISPLAY 
“VENTS OF EVERY 








DISPLAY WORLD 





Seven Resign Positions 
At Mandel's, Chicago 

Nearly half of the display staff of Mandel 
Brothers, Chicago, resigned recently. Among 
the seven to leave was Milan Bulovich, in- 
terior display manager. 

Others to resign were Dennis Callis, Len 
Beherns, Kunjo Fugai, Joan Rutt, Boris 
Bresich, and Rennee Bernstein. 

John R. Cooper, display director, has been 
on leave of absence for the past six months 
as a consultant on retailing to the govern- 
ment of France, but is now resuming his 
former duties at Mandel’s. Carl James has 
been acting display director. 





Timely Service Adds 


Plants, Salesmen 

Timely Service, 1269 Atlantic avenue, 
Brooklyn, announces the addition of a new 
plant to house its creative model-making 
facilities. Located at 1380 Bedford avenue, 
the one-story building contains 10,000 square 
feet. The firm has also acquired a new ware- 
house at 162 Skillman street. The complete 
productive floor space of Timely’s four build- 
ings now totals 90,000 square feet. 

According to Leo Fidler, president, these 
moves are part of an expansion program 
which includes the sales force as well. Ber- 
nard Foster now represents the firm in the 
middle West, and in the metropolitan area 
Richard Greene will be an additional sales 
representative. 





Back-To-School Kit 
Helps Solve Problems 


A complete back-to-school economy dis- 
play kit is being offered by Display Mar- 
keters, Inc., 1021 South Ninth street, Phila- 
delphia 47. Bright autumnal colors char- 
acterize the “package” display, which 1n- 
cludes 76 pieces, ranging from large over- 
head banners through merchandise pointers 
for window and counter use to a giant pen, 
ruler, ink bottle, eraser, a die-cut globe, 
book unit, and other equipment. 





Hale's Promotes 


Fred Bjork 

Fred Bjork is now display director of 
Hale’s Department Store, San Francisco, 
and will also supervise display at the Oak- 
land units of the firm. He had been in 
charge of display with one of the Oakland 
stores, where Charles Condroette replaces 
him. 





Veteran Display Head 
Leaves Wanamaker's 

After 40 years with the store, the last 21 
as display director, Frank Krick has re- 


signed his position with Wanamaker’s, 


New York City, in favor of retirement. 
Who will replace him has not been made 
known by the store at this time. 





-- —— —~- 


Former Displayman 
Dies At 77 

Sydney H. Silk, for 29 years display di- 
rector of Snellenburg’s, Philadelphia, died in 
that city recently at the age of 77. He had 
been retired for the past 15 years. 


JUNE, 1954 


Model T-2 
HANSEN 
 TACKER 





\ \\ 
+ £828 N.: 


drives staples ; 
3/16” to 1/2’ 


THE MOST VERSATILE, MOST ADAPTABLE, MOST COMPACT 
Tacker imaginable — the HANSEN Model T-2. One unit drives 
Tackpoints in four different lengths — 3/16", 1%", 3", %" legs. 
Tackpoints are only %" wide. Almost invisible when driven. 
Switch from one size Tackpoint to another in seconds. Drive in 
close quarters or corners with flush front jaw. Fine for point-of- 
sale or other display and sign materials. Fitted with the famous 
Hansen Take-up Jaw, unit is easy to service. Investigate! 


A.L-HANSEN MFG.CO. 


5041 RAVENSWOOD AVE. ... . CHICAGO 40, ILL. 




















ATTENTION DISPLAY DEALERS 


We are alrge Bleachers and Pre- 
servers of Transparent Oak in 
many colors, we also carry a large 
quantity of hand made Transpar- 
ent Oak Leaf Roping in various 
coolrs. 


Transparent Beech Sprays now 
ready same colors as Oak. Trans- 
parent Lycopodium Roping—two- 
tone or solid colors. Sea Oats 
Dyed or Fox Tails Dyed or Natural. 


FLORIDA 
LEAF AND FERN CO. 


W. C. & T. S. Rumbley, Owners 


SANFORD, FLORIDA 
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STYROFOAM 





Canes — Snow Men — 
Wreaths 


Display Dealer's Catalogue 
Now Ready! 


PANELS AND 
PLANKS 
10°*-12''-20"" Wide 
All thicknesses 
1"*-2"'-3"'-4"" to 12" 





e 
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PRODUCTS 
6415 N. California Ave., CHICAGO 45, ILL. 








DON'T PAINT 
— PARAFLEX 


PARAFLEX glass mirrors cover any 


surface, no matter what the size or 
shape. Send for an estimate or send 
your original sample. We will cover 
it for a very nominal charge. Samples 
at all times are your exclusive property. 


Write today for information 
PARALLEL MFG. CORP., Dept. H 


34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 
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LOS ANGELES DISPLAY 


[Continued from page 17] 


to the competitive the floral 
arrangements presented in each window by 11 


aspects of 


| of the city’s leading florists. 


Each year, Display Director Paul Smith 
and his staff decide on the basic theme and 
the props. This year it was “Romance in the 
Air” . and a large, ornate picture frame. 
For example one window on Seventh street, 
featuring Lancome’s perfume “Magic,” pre- 
sented a floral arrangement by Yvonne's 
Flowers, of all shades of pink: carnation, 
calla lilies, stocks, anthuriums, and 
ranunculus. The perfume arrangements were 
on the floor near the sides of the window and 
also on the table in the center. A border of 
brilliants edged the foreground of the window 
others were liberally sprinkled on the 
white painted floor. A fairy queen, with 
magic wand, was within the ornate frame in 


TOoSses, 


| the center of the setting. 





Display Activities 
In Louisville 

The following display 
Louisville are reported by Irwin J. 


~ 


happenings in 


Kautf- 


' man, display director of Appel’s: 


William Childress, recently ot Loven- 
hart’s, has accepted the position of display 


| director of Graves Cox Company, Lexing- 
| ton, Ky. 


Paul Barber, formerly of Louisville, is 


| now the Wichita representative for Forsythe 


Display Supplies, Louisville. 

Escher Bettis, display director of Stew- 
Fort 
Lauderdale, Fla. 

Joseph Goss has returned to the Jefferson 
Dry Goods Company after an absence of 
two years with the Goodyear Tire & Rubber 
Company. 

I. J. Kaufman, Appel’s, has returned to 
his duties after a second operation. During 
his absence Arthur Schneider, Scupp & 
Snyder, carried on for him. 

The Louisville Display Guild meets each 
Thursday at 12:15 for luncheon at the 
Henry Clay coffee shop. Visitors are al- 
ways welcome. 


Campbell With Darling 
As Advertising Manager 


Succeeding William Laing, _ resigned, 
William W. Campbell is now advertising 
manager for the L. A. Darling Company, 
Bronson, Mich. He comes to the firm from 
Reflector Hardware Corporation, Chicago, 
where for eight years he was art director. 








Freyer Is Appointed 
By Atlantic City Store 


Homberger’s, Atlantic City, has appointed 
George A. Freyer as display director. He 
had been with the display staff of The Blum 
Store, Philadelphia. 


SOURCE SERVICE 

If in any of the illustrations in DISPLAY 
WORLD you see some property, fixture, 
mannequin, or other display equipment 
which interests you particularly, we will be 
glad to supply you with the source from 
which it can be obtained. Just address your 
inquiry to the Editor, DISPLAY WORLD, 
Cincinnati 1, and it will have prompt atten- 





| tion. 











STUDY WINDOW DISPLAY 
AT HOME 


Merchants, Displaymen, Assistants 


Keen competition now more than ever DEMANDS 
greater SALES APPEAL in your windows! Our 
easy home-study course will show you how to 
inject it. Beginners, men and women, all ages 
will find this course the best of its kind. School 
founded in 1905. Write for FREE literature 
giving name, address and occupation. 


THE KOESTER SCHOOL 
KOESTER BUILDING 





3710-12 N. CICERO AVENUE 
CHICAGO 41, ILLINOIS 








for maximum illumination... 


MODEL ‘0’ :732: 


projector 


Imagine the convenience of this Opaque Projector 
in your sign or display department! Need a large 
sketch — but fast? Just place this projector over 
@ photograph, magazine page, coin, jewelry or 
ony flat opaque object—and you can project a 
screen image, faithful in every detail and color, 
4 feet squore and larger. Projects an area §” x 
5” of one time or larger area, a section at a time. 


$3225 


F.O.B., N. Y. 


Complete with lamp and 
8-foot cord ond plug. 


LARGE PROJECTORS TOO! 
Send for descriptive folder 
showing entire line of 
opaque projectors, 


FREE: 200 PAGE CATALOG 
® 10,000 ort and 
drawing supply items avail- 
able through Arthur Brown. 
Write today on firm letterhead! 


ARTHUR BROWN & BRO. Inc. 


oT 46th ST 


NEW YORK 34 NJ y 





OUTDOOR THEMES 
[Continued from page 23] 


cases with black numerals on a white ground. 
Solid color dresses were in pale blue or 
green-gold with blue accents. The backwall 
was black and the floor beige broadloom. 
An outdoor wedding scene was created by 
Henry Callahan for a bridal promotion at 


Lord & Taylor’s. Green and white awning | 


made the canopy, with the backwall partially 
done in white clapboard. Gilt folding chairs 
had backs and seats in almond green velvet 
edged with gold lace paper, though for this 
intimate group there were no seated guests. 
Apparently only close members of the family 
witnessed the beauty of the bride’s dress and 
that of her attendant — in both of which the 
lily-of-the-valley motif was featured. White 
pots of growing lily-of-the-valley were spaced 
along the edge of the platform while on the 
front ledge suggested gifts were grouped. 

An airy, summer scene was developed by 
Warren McCurtain, display director at Gun- 
ther Jaeckel, as seen in the final illustration. 
A jagged branch was carried diagonally across 
the window, the tips of its branches softened 
by delicate leafy ferns and made festive by 
dripping festoons of white paper lanterns to 
emphasize the drama of black silk dresses in 
textured fabrics. 

Pots of yellow daisies and a low white 
bench on which were bright felt cushions 
(one a half-watermelon), champagne glasses, 
and an arrangement of pineapples, lemons, 
and limes added to the feeling of enjoyment 
on a summer night. 


-———— ——__-— ———— 


"Hall Of Fame” Centos! 
Offers $1,000 In Prizes 


A first prize of $500, followed by two 
others of $300 and $200 respectively, is 
being offered as the top award in a na- 
tional display contest sponsored by The 
Merchandise Mart Hall of Fame, Chicago 
54. Full details are available from that 
source, 

In brief, a window or interior display fea- 
turing The Merchandise Mart Hall of Fame 
must be on view sometime during June 21- 
July 1, with entries to reach the sponsor no 
later than July 12. Entry is by photograph, 
5 by 7 inches or larger. 

Judges of the contest are Tom Lee, Ltd., 
New York City; Irving Eldredge, assistant 
manager, Visual Merchandising Group, Na- 
tional Retail Dry Gocds Association; Wil- 
liam H. Rodgers, research director, Paper, 
Stationery & Tablet Manufacturers Asso- 
ciation, Inc., and R. C. Kash, editor, DIS- 


PLAY WORLD. 





Riegelman Resigns 
At Ungar's 

After two years as display director of 
Ungar’s, Portland, Ore., Robert Riegelman 
has resigned; he will make known his plans 
in the near future. The store has not yet 
named a successor. 





McCorkle On Trip 
To Europe 


Robert L. McCorkle, in charge of display 
for Bamberger’s, Newark, is in Europe on a 
five-week business trip. He will visit 
France, Italy, England, Belgium, and 
Switzerland. 


JUNE, 1954 





LIKE THE FELLA SAYS: 
“it takes experience 


robert leni < 
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fiberglas reinforced plastic MANNEQUINS ‘ 


aoe e2ee2ere2 =o * 


a 


— 
ae? 
- 
- 
rom 


and know-how ! 


TESTED @ by years of actual use by retail 
stores throughout the world 


TESTED @ by a nationally known testing laboratory 


junior and miss mannequins 

with rubber ears and natural hairlines . . . split waist, arms and rubber hands. 

children’s mannequins 

girls with natural wigs . . . boys with molded hair . . . removable arms . . . and removable 
rubber hands for easier handling. 


the rObert leni corporation 110 west 34th st. new york 1, n. y. 











How to Make Photo Displays? 


Cut costs on exhibits and trim your production 
time! This 32-page illustrated book tells 

how to plan all types of displays, how to order 
them, and how to get the best effects for 

your particular need. Learn how to 

make displays more effective with Giant Prints, 
translites, montages, cutouts. Put more ‘'sell”’ 
into your displays, trim those costs, let 
photography work for you! 


Send for your copy today! 


FP See SS SS SCS SS SS See S8S8SE8 428888828882 822 


: Please send FREE Make Mine King-Size to: 


FREE to You! 


Bs TUDIOS! ata ance 


Division of Rapid Copy Service, Inc. 
123 NORTH WACKER DR., CHICAGO 6, ILL. 


Name.... 


i 

1 

$ 

s Company... 
1 

- Address... 
| 
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REVIEWS TERRIFIC 


“ ..a Smash Hit 
in New York!” 


We're Putting Our 
Show On The Road 


Our salesmen will be calling 
on you soon with our 
great new 


CHRISTMAS LINE 


david hamberger, inc. 


115 W. 31ST STREET 
NEW YORK 1, N. Y. 




















NEW COLD WOOD GLU 


SETS IN 15 MINUTES! 
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JOINS MANY MATERIALS 


WOOD GLU isa very strong, fast-setting, new 
COLD liquid Resin Glue . . an outstanding 
Paisley scientific development. Now you can 
bond, in 15 to 30 minutes, many different ma- 
terials heretofore impossible to join with 
ordinary Wood Glues. Ideal for industrial 
wood joining .. for faster assembly gluing 
of laminated plywood, paperboard, fabrics, 
leather and similar materials. Use it as re- 
ceived, with flow guns, brushes, spreaders. 
Pints, quarts, gallons and bulk sizes. 


ORDER FROM YOUR JOBBER OR WRITE DIRECT 


(DISTRIBUTORS : TERRITORIES STILL OPEN—WRITE TODAY) 


PAISLEY prooucrs INC, 


Division ef MORNINGSTAR, NICOL, INC. 


1770 CANALPORT AVENUE + CHICAGO 16, ILLINOIS 
630 WEST SIST STREET - NEW YORK 19, NEW YORK 


Gives, Pastes, Resin Adhesives, Cements 
ond Related Chemical Products 
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Editors Comment 


(Continued from page 16) 


to the manufacturer for shipment and billing. 


"I have found the majority of manufacturers 
prefer to ignore requested shipping and billing 
dates. That means that when the merchandise 
arrives unexpectedly and is accompanied with a 
bill the entire display budget is distorted. If 
too many items arrive during a given month it 
means letters must be written to the manufacturer 
explaining the situation -- not to mention 
explaining to the store controller! 


"Frankly, I have reached a point of frus- 
tration and have decided to make a list of 
manufacturers who respect requested delivery and 
shipping dates and to stop buying display mer- 
chandise from those who do not." 


The writer is correct in saying that this 
is an all-too-common occurrence in the display 
field. It is particularly inexplainable in these 
days when many display firms are eager for more 
business, and when it would seem they would do 
everything possible to avoid antagonizing a good 
customer. But it is a certainty that many of 
them are careless about respecting specified 
shipping dates. If enough displaymen follow the 
method of the one who wrote the above letter, 
the situation should improve quite promptly.... 


Over in Cairo, Egypt, there is a china and 
glassware store known as Yacoubian's; N. Yacoubian 
takes especial interest in his window displays, 
several of which have been published in DISPLAY 
WORLD and one of which won a silver medal in the 
1953 International Display Contest. But he isn't 
satisfied simply to install a window and guess 
how effective it is. He is making a survey to 
find, by actual count, just how many people pass 
the shop and how many are stopped by displays 
of different types. A recent one for tea pots, 
as an example, halted 29 per cent of sidewalk 
traffic. When his study is completed, Mr. 
Yacoubian will have tangible display circulation 
figures, plus direct evidence of what kind of 
displays draw the most interest. Here is an 
example many American displaymen could follow 
to good advantage...e. 


Cordially yours, 


ot eee 


DISPLAY WORLD 





DEVELOPING IDEAS 
FOR THE INTERIOR 
[Continued from page 33] 


Note how one panel was left open, merging 
the carpet display with the related depart- 
ment beyond. At the same time, this open 
panel made a graphic contribution to the 
subject of carpets by using spools of carpet 
yarn to keep the selling story spinning. A 
decorative furniture and room _ accessories 
grouping against the central pillar coordinated 
with the carpet displays and created a “home” 
atmosphere. A swag of flower print drapery 
fabric brought flowers into the picture by 
demonstrating how carpet color picks up the 
flower colors in draperies. 

Carpet was swatched in color at the Broad- 
way-Downtown, Los Angeles, in overlapping 
vertical layers with a full play of light from 
above. Two small rugs, mounted on a wall 
panel, used a string of framed garden pic- 
tures as the point of intersection for flower 
colors and carpet colors. A small grouping 
of table, chair, and lamp completed the co- 
ordination. 

Display expresses itself in flowery  lan- 
guage! The philosopher who contemplates 
the rose and finds it fraught with deeper 
meaning has his counterpart in the display- 
man who contemplates a rose and finds it 
full of creative stimulation. 





POPAI Announces 
Executive Committee 

Donald S. Hutchinson, president, has an- 
nounced the new executive committee of the 
Point-of-Purchase Advertising Institute for 
the term of 1954-1955, as follows: Walter J. 
Ash, Consolidated Lithographing Corporation, 
chairman; Carl Bergmann, Palmer Associ- 
ates; S. Paul Boochever, Gibraltar Corru- 
gated Paper Company; Harry Fenster, I. 
Fenster & Sons, Inc.; Alexander Haft, Haft 
& Sons, Inc.; Donald S. Hutchinson, Lutz & 
Sheinkman; Norton B. Jackson, POPAI; 
Samuel Krebs, Copeland Displays, Inc.; Don- 
ald C. Ozmun, Chicago Cardboard Company ; 
W. L. Stensgaard, W. L. Stensgaard & 
Associates, Inc.; Chester L. Thomson, Ein- 
son-Freeman Company; Stanley L. Wessel, 
Stanley Wessel & Co.; Ed K. Whitmore, 
Oberly & Newell Lithograph Corporation ; 
J. S. Yarrow, Betts & Betts Corporation; 
and Herbert E. Zipprodt, Zipprodt, Inc. 

The executive committee is the governing 
body of the Point-of-Purchase Advertising 
Institute. Great progress was made by 
this organization in the past year, and plans 
for the coming months include a list of con- 
structive efforts in research under the direc- 
tion of the executive director, Norton B. 
Jackson. 





Window Display 
Too Realistic 

An Associated Press release from Balti- 
more tells how a local lady, after a stroll 
in the unseasonably high heat, attempted to 
relax on a bench at Sears, Roebuck & Co. 
It was not until she had crashed through 
the plate glass that she realized the bench 
was part of a window display. She was 
treated for cuts on the head and hands, 
while Sears prepared to replace the glass — 
which was completely demolished. 


JUNE, 1954 
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"S/GNPRESS” 


SHOW CARD AND POSTER MACHINE 


Featee4 | SPEED----SIMPLICITY 


LOW OPERATING COST----LONG LIFE 


MORE PROFIT 
TO YOU! 


The “SIGNPRESS" en- 
ables store managers to 
do a better job of mer- 
chandising. It provides 
a simple, convenient 
means for producing 
GOOD LOOKING Cards 
& Posters QUICKLY and 
at SMALL COST. 


Used for over twenty years by leading national chains. 
Many have from 50 to 500 or more in use. 
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MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


BOX F-144 


ADRIAN, MICH. 














For "STOP APPEAL” Use 


GLITTERTWIST 
in Your Holiday Display 


Plastic Glittertwist Fringes in 5@", 2°° and 
31%"" wide in various cuts in all metallic 
colors as wel! as in black, white and pearl- 
ized pastel colors and fluorescent colors. 


Fireproof Glittertwist Garland self-expand- 
ing in 7 metallic colors. 


IMPORTED FRENCH SHOCKPROOF 
GIANT GLASS BALLS 
(with highly finished brass caps and brass 
ring for hanging) 4", 5", 6", 8", 10" and 
12" individually boxed. 
NEWEST IMPORTED CHRISTMAS ORNA- 


MENTS in al! varieties, French, Austrian 
and German. 


TRANSPARENT GLASS BALLS richly deco- 
rated with pearls, spangles, and beads of 
our own manufacture. 





Write for literature and sample. 


UNION NOVELTY CO., Inc. 


18 W. 37th St., New York City 18 




















PUGDIN 
Quality Wigs 


MAKE MANNEQUINS 
DO A BETTER JOB 


When your mannequins or millinery heads 
are equipped with Pudgin wigs you can 
be sure you have the best wigs that high- 
ly skilled craftsmen can produce. Made of 
finest materials for long life and endur- 
ing beauty. Latest coiffures and fashion 
styling. Insist on Pugdin quality wigs 
from your display jobber or mannequin 
refinisher. Also custom-made wigs to 
order. 


THE PUGDIN COMPANY 


4 West 16th Street, New York City 11 
CHelsea 3-4705 











1S IT REAL ? 


The brick wall, floor and coping stone are of 
TEXTURE-FLEX, the new rubber-like flexible material 
which has been so widely acclaimed by the display 
field. These are but three of the many unbreakable, 
easily storable TEXTURE-FLEX reproductions. 


FREE BROCHURE 


Authentic Reproduction of Natural 
Textures — with Startling Fidelity 


Manufactured by TEXTURE-FLEX Division 


Chester Rakeman Scenic Studios, Inc. 


625 W. 43rd St., New York 36, N. Y. <> 
BRyant 9-8869 
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Self-Selling Display 
For Manicure Sets 


by Merit 


aging, 
merchandising of 
the counters of drug chains and independent 
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—At a recent meeting of the Southern California Display Club at which time Bill Veeck, who is 
interested in bringing big league baseball to Los Angeles, was the speaker. 
Anderson, Children's Hospital Society; Veeck; Ted Dexter, D. G. Williams, Inc.; Ray Fertig, president 
of the club and display director of Foreman & Clark; William F. Meissner, Ohrbach’s; Margery’ 


Left to right, Mary 


Fitzgerald, Fitzgerald's, and Milton Wiemokly, Pacific Promotions— 





drug stores, super-markets, variety stores, 


stationery stores, and beauty shops alike. 
The display unit utilizes “Blister-Pak,” 
a transparent “bubble” in which each imple- 
ment is enclosed. ‘This technique offers re- 
tailers an opportunity to stimulate impulse 
buying of a product that formerly remained 
hidden until requested by a customer, by 


\ display of manicure implements created 
Displays Paterson, N. 
manufacturer of display and sales pack- 
dust-proof and_ pilfer-proot 
manicure ‘implements on 


Company, 


permits 











3 
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—El Encanto, well-known department store in Havana, recently devoted 22 windows as well as 
shadow-boxes, ledge, elevator, and fashion floor displays to Germaine Monteil'’s 'Superglow' face 
powder. Typical of the window displays is the one shown here, designed by the display director, 
who is known simply as Armentero. Props were the sculptured Monteil heads by Harry Bell, and 
the giant powderboxes made by Armentero. The heads were trimmed with fresh flowers and 
each window was in pastel tints to match the ready-to-wear and the actual shades of the face 
powder. Thomas Menendez is promotion director of the store. (The slogan on the window glass 
translates: ‘66 Birthdays of El Encanto . . . Each year, one year younger." )— 


DISPLAY WORLD 








showing it in a visible, easily accessible 
fashion. The compact display unit was 


created for Farr Manicure Mfg. Company, a | BTS$-29 BAC K-TO- SCHOOL KIT 


division of Paine Cutlery Corporation, 
Blairstown, N. J. A MUST for limited budgets! 
Designed as a flexible display unit, the 
Merit merchandiser is adapted to meet 
various merchandising requirements. In 
super-markets and other large stores where mn _ “ eer 
ample shelf space is found but height is at C'R rn ne" yl 
a premium, a low, wide-model merchandiser ‘0 ‘S 
is utilized. This is modified to a double- 
tier unit for use in drug stores with limited : = > , i 
counter and floor space. ~e ; ap BACK te SCHOOL LG i ME «Sex| 
The handsome display unit makes the Go BACK T0 CC 


manicure implements easily accessible to 


customers by arraying them neatly in product 

groups. Each implement is enclosed in a aii. . uck TO SCHOOL 
transparent “Blister-Pak” that is housed , | - Pope | 
securely. in an attractive 2% by 6-inch red- 
white-and-black card. The cards are dis- 
played on hangers that project forward from 
a vertical counter rack. The cards are 
sealed pressure-sensitively in a double fold, 
and carry a product description plus a list- 
ing of other Farr products. 


St. Louis Guild 
Installs Officers 


The annual installation of officers was 
held by the St. Louis Display Guild at a 
dinner meeting at the Forest Park hotel on 
June 9. The installing was done by Adrian 
Delsman, display director, Famous-Barr. 

Othcers tor the current year are: presi- 
dent, Harry Guest; first vice-president, Bob 
Menard; second vice-president, Harvey 
Aguado; secretary, Dale Crittenden: treas- 
urer, Carl Baum; sergeant-at-arms, Mar- 


vin Powers. The board of directors is com- COMPLETE CO-ORDINATED 76-PIECE 


= & 








posed of Louis Hoell, chairman; Pete Berta, 

Roland Grossberg, Ted Heiman, Paul SALES-TESTED BACK-TO-SCHOOL KIT 
Kloeris, Arthur McMahon, Jack T. Chord, 
Ed Lamprich, Joe Mercurio, John L. Stop- 


penbrink, Adrian Delsman, I. T. Vierheller, 12 die-cut apples 8''x9"' a 1 jumbo ruler 5''x41"" 
and Walter Zemitzsch. 1 full-size panelette 19°'x24" pennants 8''x18"" 1 ink bottle 4°'x6"" 
a ae posters giant pencil 4'/2''x42"' 1 eraser 2°'x6"' 


if Bought Separately, 76 Pieces Would Cost $14.31 





11° se se ee e 
New England Gear 1 large streamer 9°'x33"' oversize pen 4'/2''x42 1 globe, books 12°'x18 


Adds To Line merchandise pointers 3°'x1"' 


South End road, Southington, Conn., has DISPLAY MARKETERS, INC 


: : 1021 S. 9th, Phila. 47, Pa. 
announced a new powerful gear train and DISMAR 225 W. 34th, New York | 
motor combination for use on animated Please send BTS 29 BACK-TO-SCHOOL KITS 
displays, turntables, and any type of appli- PROMOTIONS 
cation requiring an inexpensive gear-motor. SOLD THROUGH 
The torque of the motor at 1 rpm is 60 Ib. LEADING JOBBERS 


in. Novel features include its quiet opera- 
tion through the special cut of the gears 
and pinions, and the selection ot any speed 


from 1 rpm to 194 rpm, either clockwise ~~. . He Re is A NEW 
or counter-clockwise rotation. The shaded- Ss et a is 
pole motor operates on 115-volt, 60-cycle sae engl SP COMBINAT ON 
A.C. current with die-cast bearing brackets, | Bey Ly ee +c. oh eee ee : 
internal cooling fan, and self-aligning oil- Fact ary CU | es DISPLA ¥ eR 
less bearings. : Peer 2 get tf , 

eae ‘ a i ag ef Phe) : Ri \ : 


Meh in E being shown at the NADI show 
aharam In Europe 9 aE Se 6S eee eae 3 
eae P e : a ; 2 — rm i Heads are in Brass. Main displayer finished 


ee con / a ) | in Satin Black with Brass ornaments and 
Joseph Maharam, head of the Maharam a See ioe bp | _ perforated metal shelf. 

Fabric Corporation, New York City, and , es ci’ f DC 1024 

Mrs. Maharam are now touring Europe for | #79" i == é 

two months, visiting Spain, Italy, Switzer- a _—, Hh ae Overall dimensions: Height, 38"; 

land, France, and England. Although the . beaten : Width, 48°; Depth, 18". 


trip is primarily for pleasure, Joe says he : | Each, Complete $19.95 
will keep a lookout for unusual and inter- 


esting fabrics and novelties to bring back to £ E R R O- Cc R A eT AA ©) W G A N F i & L D, K . 


America. 
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Effective 
‘SPOTLIGHTING 
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Fine 4\2‘’ Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. 400- 
watt model $10.75, less 
bulb. 1000-watt model 
$14.50, less bulb. 


Automatic color chang- 
ing wheels also avail- 
able. 


BEST AUTOMAT 
No. 155 


for G.E. R-40 Spot Lamps. 


Motor 


wheel and universal 


mounting bracket. 





driven color 


' ee 
. : e Rit 
. ee 
‘i 4, OS es ae 
Bie ee 
ee’ 


BEST 
PEE WE 


E 
SPOTLIGHT 


Small enough for cases. 
Big enough for windows. 
Ideal for short range 
white or color lighting 
from 12’ spot to 36’ 
spread at 3 feet. Hood 
measures only 414/’x 
5x24". Very light 
weight. Fresnel lens, 
polished mirror, univer- 
sal mounting bracket, 
cord and plug. Three 
gelatin colors and hold- 
er. Beautifully finished. 


Only $9.45, less bulb. 


ic COLOR CHANGER 


Only $22.50. less bulb. 


-—* ibrite fer free fiterature 
wey ay ee ‘ost 


THE BEST DEVICES 








by 
Reon 
‘ : 


CLEVELAND, O10 


March, 











USE THE 


OPPORTUNITY 


EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 


REPRESENTATIVES WANTED 


$4.00 Per Column Inch 
CASH WITH ORDER 
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Contest Report 


HE display pictured above 1s_ by 
Adolph Van Hollander, display di- 
rector of Gimbels, Philadelphia. It 
is one of a series of four in which famous 
brands of beachwear were promoted. Seines 
and a wrought iron sun were the principal 
props, while the line drawings of men were 
done in black on a white seamless paper 
background. Each of the caricatures wore 
real sun glasses. 

This display has been selected as_ the 
best received in DISPLAY WORLD’s In- 
ternational Display Contest for the month 
of May, and has been awarded the gold 
medal presented each month for the top 
entry during that period of time. 

Medals similarly presented thus far in 
1954 went to the following: January, Russell 
C. Kehrt, Jenny's, Cincinnati; February, 
James Gosling, R. H. White & Co., Boston; 
Hans Erhardt, Grands Magasins 
Jelmoli, Zurich, Switzerland; April, Ran- 
dolph Irwin, Sears, Roebuck & Co., Balti- 
more. 

This is the fifth consecutive year during 
which the contest has been conducted, and 
again is drawing entries from all parts of 
the world. It will continue until December 
1, and provides 98 different merchandise and 
service classifications in which entry may 
be made. Every displayman is eligible to 
compete, and it is not necessary to be a 
subscriber to DISPLAY WORLD in order 
to do so. Entry is made by black and white 
photograph, unmounted, and preferably 8 by 
10 inches in size, although smaller ones will 


—The display pictured above, winner of the 
DISPLAY WORLD International Display Con- 
test gold medal for the month of May, is by 
Adolph Van Hollander, Gimbels, Philadelphia— 


be accepted. The displayman’s name should 
appear on the back of the picture, together 
with his store, address, and the classifica- 
tion number in which it is to be entered. 

At the end of the contest, gold, silver, and 
bronze medals will be awarded for the best 
entry in each classification, together with 
three points for first place, two for second, 
and one for third. The person with the 
greatest number of points for the entire 
contest will be presented with a _ beautiful 
gold plaque as sweepstakes award: a similar 
plaque will go to the next highest total, fol- 
lowed by one of silver and one of bronze. 
The monthly gold medals awarded do not 
have any bearing on the final results of the 
contest. 

Top prize winners last year were as fol- 
lows: 

Hermann Schlipphacke, Westdeutsche 
Kauthotf, Cologne, Germany, gold plaque 
sweepstakes award; Harold McLaren, The 
Bon Marche, Seattle, gold plaque; Clement 
Kieffer, Jr., The Kleinhans Company, Buf- 
falo, silver plaque; and duplicate bronze 
plaques for a tie between Adolph Van 
Hollander, Gimbels, and Tom Comerford, 
Lit Brothers, both of Philadelphia. 





Truck Converted 
Into Mobile Display 

A display truck called the “Valvemobile” 
has been placed in operation by Edward 
Valves, Inc., East Chicago, Ind., to bring 
the company’s products to the customer. 
More than two years in planning and build- 
ing, it contains cutaway valves, tips on 
installing, scenes of typical installations, 
and a color slide tour of the plant. It is 
now traveling from coast to coast. 
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Display, Sign Factors 
Plan UJA Dinner 

Murray Goldsmith, of M. Goldsmith & 
Co., chairman of the display division of 
United Jewish Appeal of Greater New York, 
and Reuben Pearl, Pearl Neon Company, 
chairman of the sign division, announce 
that reservations for the annual dinner on 
behalf of the UJA are being received at a 
record rate. The affair will be held June 
16 at the Hotel Pierre. 

Honorary chairman of the display divi- 
sion is Joseph Maharam, Maharam Fabric 
Corporation. Associate chairmen are Julian 
Hirschfeld, A. S. Beck Shoe Corporation, 
and Joseph Grossman, Masta Displays. 

Subdivision chairmen of this division are 
as follows: Display fabrics, Max Mahar- 
am, Maharam Fabric Corporation. Back- 
ground, Joseph and Sidney Shenker, Shenker 
Displays. Silk screen process printing, 
Jules Chayt, Jay See Display Advertising, 
Inc.; Harry Jay, Paramount Display Studio, 
and Sol S. Kramer, Gruber Display. Suiik 
screen supplies, Marian Ulano, Ulano Prod- 
ucts Company. Silk screen inks, Benjamin 
Labov and Frank M. Stark, Union Ink 
Company. Display directors, Sol Katz, 
Bond Clothes; Abe Markowitz, National 
Shoes; Manny Miller, Wilbur-Rogers; M. J. 
Nedzbala, G. R. Kinney Company, Inc. 
Display fixtures, Herman Goldsmith, M. 
Goldsmith & Co., and George Messer, 
Display Equipment Corporation. Exhibit 
producers and designers, Kenny Arvedon. 
Point-of-sale display, Martin Fleishman, 
Fleishman Mfg. Company. Mannequins, Hy- 
man Finkelstein, Best Display Forms, Inc., 
and Sidney Messer, Embassy Mannequins. 
Union, Joseph Abels, Sign Pictorial Display 
Union, and Herman Silverman, Display 
Fixture Workers Union. 

Glamour Presents 
Fall Fashion Shows 

A “Little Theatre” for fashion showings 
was opened by Glamour magazine, New 
York City, on June 7. The theatre, a new 
and dramatic means of presenting the edi- 
torial plans of the magazine, opened with a 
preview showing of fall fashions from the 
September issue of Glamour. 

Located on the 19th floor of the Graybar 
building, 420 Lexington avenue, the Glamour 
Little Theatre contains many theatrical in- 
novations of larger houses. Designed by 
Bill and Jean Eckhart, well-known stage 
designers who created the settings for the 
Broadway prize musical, “The Golden Ap- 
ple,’ it is equipped for regular stage tech- 
niques in both lighting and backgrounds. 

Throughout the month of June, the peak 
of the fall buying season, Glamour will hold 
three fashion shows daily in the new 
theatre. Store executives, mechandise man- 
agers, fashion coordinators, display di- 
rectors, and buyers from stores across the 
country will see the showing by appointment. 





New Catalogue Shows 
Schwartz Fall Line 

An attractive 16-page catalogue devoted 
to artificial flowers and foliage for fall 
displays has been released by Bernard 
Schwartz & Co., 29 Howard street, New 
York City 13. A copy will be sent free on 
request. 
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The Decorative TREND is .... . METALLIC THREADS 


Bullstou Introduces “LAM-E-TEX” 


A 50 In. Wide Flooring and Background Paper 


“LAM -E-TEX”" 
IS A REPRODUCTION es. : 
OF A TEXTURED wd CMR L aS 
FABRIC WOVEN WITH nes par ee ER ae 
GOLD METALLIC tite nhs iat eS 
THREAD 
Available in 7 Colors 
®@ White ® Yellow 
® Deep Green ® Brown 


® Chartreuse ® Orange 
® Red 


: ek 
ee a: ‘ 


ROLL SIZE LIST PRICE 
25 Ft.x50 In. $2.95 
250 yards Price on Request. 





ONLY [3 9741 38 HAS IT! 


FLAIR has the LIGHTEST Fibreglas Cloth Plastic Manikin in America! 
SUPERB STYLING! — Used in the FINER Stores Like 
LORD & TAYLOR, MARSHALL FIELDS, FOLEY'S, WANAMAKERS, ETC.! 


FLAIR evsstic MANIKINS 


15 W. 18th STREET NEW YORK CITY 




















Our beautiful new 


BLONDE PEG-0-PANEL 


per 48° x 96'' sheet, 


aly F.O.B. Detroit, $2.00 
$ 40 packing charge on less 
than 10 sheets. /,"" 
thickness, 3/16"" holes on 


I'' centers. 


Blonde Peg-O-Panel needs no finishing 
or can be refinished with only one-coat 
or may be dyed. 


Send for our illustrated brochure of over 


150 different Peg-O-Panel display fixtures. 
1095 beeufait 
inne OO galan CO. | detroit 7, michigan SAMPLES ON REQUEST — WRITE 


FOR JOBBERS DISCOUNT. 




















WORN, WEATHERBEATEN 
Western Mountain Products 


Sandblasted and Natural Manzanita, Grapewood, O ce 
Driftwood and Roots -—- Freakwood displays of all a val e 


types. Special materials supplied to your require- 
ments. Send for complete catalog. Write me for information and prices 


Nevada Ming Tree Company THINGS FROM TEXAS 


Disp. Dept., P. O. Box 373, Reno, Nevada 











P. O. BOX 6122 HOUSTON 6, TEXAS 
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THE EYES %@ 
HAVE IT! 


WATCH NOEL 
FOR A BRIGHT NEW 


STAR ITEM 


Watch for a 
great development in Display 
Lighting brought to you by 
the Leader in the field. 


4 NOEL 4 


MANUFACTURING COMPANY 
25 EAST 4th ST., N. Y. 12, N. Y. 
Famous for the Patented Noel Blinker-Lite 


WRITE FOR CATALOG OF OUR COMPLETE LINE 


"The House of Naturals” 


FALL & XMAS 


Showing of “Nature's Best!” 


IMPORTED and DOMESTIC 
ORNAMENTS, TINSELS, 
GARLANDS 
IN FOIL and GLASS 


FLAMEPROOF 


ARTIFICIAL BALSAM 
TREES and SPRAYS 


PRINCESS PINE and HOLLY 
Natural Flocked Branches 


@ WREATHS e@ ROPINGS 


& 


ARTS nsFLOWERS 


DISPLAYS, INC. 


Meonufocturers @ Importers @ Creators 


43 W. 56th St., near 5th Ave. 


*U.-S. Reg. Trade Mark. 


| une 1954 Market Week: 
| you readers seeing this 





New York City 19,N. Y. . 


NADI News 


By JOHN F. BOWMAN, Managing Director, 


National Association of Display Industries 


good or bad is beyond the of this 
article, but one observation seems applica- 
ble — why give up a proved source of busi- 
ness for a more limited possibility? Seems 
to the writer that every source of sales 
volume should be exploited to the utmost 
not only through our own medium _ but 
through every medium available to the 
aggressive merchandiser. And this Market 
Week seems to be developing some thinking 
along these lines. 

Another point that seems to be new this 
year is the tendency to delay plans for 
promotions during the late summer and 
early after the Christmas plans 


With many of 
in print after 
York City for the event 
itself this will be old stuff. But for those 
who are getting the information without a 
visit to Market Week there is some perti- 
nent data which should be useful as a guide 
during the last six months of this year. 
Among the points that are apparent now are 
the following: display people from the 
stores and the ultimate users are buying 
for specific promotions to move merchandise 
rather than for traditional seasonal pro- 
motions such as Mother's Day, Father's 
Day, Valentine's Day, Whether this is 


DISPLAY PARADE No.8! 


scope 


visiting New 


fall until 


by Ciapfrer— 


etc. 











FIRST ASSISTANT AND THI 
PAST 13 AS HEAD OF THE 
DISPLAY DEPARTMENT. 
DURING THIS TIME HE HAS 
RECEIVED NUMEROUS AWARDS 
FOR THE QUALITY AND 
repeated OF an? ‘Oa. 


His mtg ano 2 ° iow 
AVOCATION 1S HIS FARM 
“TEN OAKS" LOCATED IN THE 
LAKE MINNETONKA AREA, 
WHICH TAKES ALL .~” 


HIS SPARE TIME. 


Wes‘Ten 


L. S. DONALDSON CO., MINNEAPOLIS 
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have been settled or at least have pro- 

gressed to a point where they can be ac- 

curately budgeted. Seems that this idea e 3 

will mean less for the former and more for Top Quality Mannequins 

the latter seasons without any considera- 

tion for specials that may come up. ft 
This Market Week will see the greatest “a : 7 

number of exhibitors, at the Hotel New | wee Pp ountry S est uy 

Yorker, since 1948. Already 98 have been : | 

assigned space and two or three more may 

come in before the event opens on the JOBBERS find 

19th of June. | 
Clinics: It is gratifying to note that the 


interest in the smaller store clinics that the ace : : ; 
aos positions and the latest style PUGDIN quality 
association has been sponsoring around the 


country is growing. Inquiries from all over ; wigs, plus finest workmanship, absolute uniformity 
the United States have come in regarding and unusual strength and durability. They 
scheduling of these events. Universities \ | are the biggest value in the volume sales field. 
and retail groups are all on the list. Pro- Complete line of men’s, women’s and 
grams are being developed on tour general children’s models at reasonable prices. Will win 
ideas to cover the following: e approval by comparison. 

1. Display Techniques in Your Store 


? scnil- ¢ ~alftSealac 1( . eg @ 
& Display and Seli-Selection Manhattan Motion Manikin Manufacturers 
3. Visual Merchandising and _ Related 


Store Activities . Have never been connected with any other mannequin manufacturr of similar name 


that Manhattan Motion 
Manikins sell themselves and rightly so. All 
possess newly sculptured features, graceful 


4. General Merchandise Trends ' factory and showroom : 


In addition to the above, the programs 4 WEST 1600 STREET @ NEW VERE 3! © &. ¥. CE SSCS 


will endeavor to cover any specific problems 
that relate to the locality or the type of 
audience attending. Supplementing the 


clinics is a program of research which 1s * * * oie * * * * * * * * * * * * * * * * 


being developed through cooperation with % 

the School of Business Administration of ITEM yf h MON TH b G. R P f 

the University of Michigan. This will find O t e Y ene concer 
graduate students assigned specific research 
problems as part of their work towards 
a degree. It is hoped that the program 
in the field of research will be expanded to 
include cooperating schools in all sections 
of the country. 

While these clinics have been supported 
to some extent by budgeted funds of the 
National Association of Display Industries 
in the past, the present plans call for them 
to be made self-supporting. A minimum of 
ten events in this category is planned for 
the 1954-1955 period. 


Business: Generally down during April 
and May this year. Some NADI members 
who have been accustomed to get a good 
portion of their fall business at Market $10.95 di doz. '\'* 
Weeks have made preliminary trips for this ene 
merchandising period. Still looks as though _ WATCH FOR US NEXT MONTH «x 


a good portion of the fall items will be : ae ee 
ordered at the Market Week and that some | 

will be picked up by sales personnel after 

the event. ' FOR THE uN U S U 6 t 


Late spring and early summer promotional 
materials were very soft sales-wise. Since 113 WwW. 27 ST., NLY.C. 
most of the comments from people con- 
tacted has been along the following lines, 
“business is down but I’m doing all right,” 


the general picture is not demonstrated by f a FOR fR ST. “BARKCRAFT" 
provable facts but only by a general sur- <a 


mise. However, when the boss tells the 


men on the road to spread their activities tee pee” iP ie RIN} TURE 
and make more calls on more people it does (uae Ye Ps ae | 


point up the fact that regular sources are COMPANY, INC. 


not buying as much or that they have found os FO R MA S$ | 
new avenues to the suppliers at either lower F | ~ | 7 C e 


prices, better quality for the same price, or Peles .... Breaches 
a combination of both factors plus any W. 4. Window c EDA 
others applicable. : . 6 

And, to the writer, that is a_ healthy Se a Display Co. Poles — Slabs — Bark 
factor. Too many display factors have been aga 119 Ave. D | Rustic and Western Displays 
making the same calls year in and year New York City 9? || Phone: WI 9-6479 Williamstown, N. J. 
out. The education of the retailer in the : 














#1202 THUMB TACK #1203 PUSH PIN 


51/9" x 51/2" overall 9” x 4" wide 
$15.95 doz. $19.95 doz. 


These pins are of natural wood. 
A metal point, %“ long, makes 
inserting into wood, composi- _ 
tion board, etc., extremely easy. 
Sold in dozen lots only. 


#1201 HAT PIN 


111” long f 


She ceeeeuee 
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BATTERY-OPERATEE 


STRERTVY saree ares 


for UNLIMITED ANIMATION! 


REQUIRES NO ELECTRICITY —Run day and 

night continuously for 5 to 8 weeks on 2— 
ordinery 10¢ flashlight batteries! Carry up to 

7 Ib. 5 R.P.M. 

S\ “SEELA” (ceiling PoE 

dia. 5%" Can be hooked 

easily to ceiling. Sample 


unit: $8.75 P.P. 


TIME! = 
ofter rea o% 
wt 


THE gue 


rte 


" FOR 
NOW: 4 *Turne 
“Seela ond ” Comple 


combina! ion V 
$9.95 °° 


“TURNETTE” 
(turntable) 
dia. 74" 

Sample unit: 

$8.75 P.P. 


e 
ete sam T) 


“TURNAM” (motor) 
Versatile! Ideal for use 
on most any type of 
animation. Sample unit: 


$3.40 ?.?. 


Newest of All! Amazing! 
BATTERY — MOVED Pre- 
cision CLOCK MOVE- 
MENTS. Run 500 to 800 
days on 2 ordinary 10¢ flash- 
light batteries! Sample 
incl. hands 


and batteries: _ 75 P.P. 


HERTVY 0.. INC. “Sezze", 


New Turntable Rental Plan! 


Inquire about our new plan for 
renting battery-moved — turn- 
tables and motors. Special 
price deals to big users! Write 
giving requirements to HERTVY 
CO., INC. 














HERNARD's Siyle of the Month: MERCURY 
One of 23 new styles of 3-D Display Letters. Sizes from 
¥%"' to 6" stocked for immediate shipment. Also letters, 
trademarks, logos to specifications. 

FREE — samples and catalog. 
HERNARD MANUFACTURING CO., 
923D Old Nepperhan Avenue 


“GAY NINETIES", 


INC. 
Yonkers, N. Y. 


HAND-CRANK 


WALL TELEPBONES 


Write me for information and prices 


THINGS FROM TEXAS 


BOX 6122 HOUSTON 6, TEXAS 





P. O. 











TRACY PARADES 


Builders for the Greatest Shows on Earth 
Ringling Bros. Barnum & Bailey _. Macy's 
Thanksgiving Day Parade. 
UNUSUAL FLOATS DESIGNED AND BUILT. 
HEADS OF ALL DESCRIPTIONS. 
Some Rentals 


BOX 12 {Across the River! 
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SECAUCUS, N. J. 


























Made of solid steel 
bar, in smart black! 
Capable of carrying a 
load of display in a 
multitude of ways. 


TSC-10—10" 
TSC-12—12" 
TSC-14—14" 


square 
square 
square 





HEAVY, STURDY °c” STEEL BAR CUBES 


Write THE HARRY C. COHEN co. 

















$6.25 SET OF 3 COMPLETE 
7.95 lo", 12" 

8.95 and 14" ($27.00 
« 5219 Center Ave., Pgh. 32, Pa. 











field of display requires that he at least 
see and find out what is available. 

Business will be as good or as bad as the 
real salesman makes it. 

Meetings: Both the board of directors 
and the general membership of the NADI 
are meeting during the week preceding the 
Market Week. Agenda for both programs 
has been sent together with notice of the 
meetings. 

Appointments: Responding to a developing 
situation in the industry the president will 
appoint supplementary committees to act as 
executive advisory units to both himself and 
the managing director. These will have 
chairmen, under tentative plans, from New 
York City and Chicago, with other mem- 
bers from several sections of the country. 
The committees will function only in an 
advisory capacity, with no official status 
beyond that accorded other standing com- 
mittees of the NADI. Decisions of policy, 
administration, finance, and other pertinent 
operations of the NADI will remain the 
function of the board of directors and the 
elected officers as defined by the by-laws 
and the resolutions passed at various meet- 
ings. 

A pending appointment also involves a 
special representative to coordinate planning 
for research development and clinic plan- 
ning. Such an appointment will depend on 
the decision of the board of directors and 
approval of the general membership. Plans 
for such a position within the administra- 
tive structure of the NADI have been dis- 
cussed by the president, the managing di- 
rector, and several members. The require- 
ments have been outlined and tentative ob- 
jectives developed. 

General: A complete report on all activi- 
ties of the association will be presented 
both by the board of directors and the 
general membership at the meetings preced- 
ing the Market Week. Resume of this 
report compiled from all items presented 
will be released in this space in the July 
issue. 





Dwiggins Stresses 
Display Atmosphere 

L. J. Dwiggins, of the Chicago office of 
the Reyburn Mfg. Company, was one of the 
speakers at a recent display clinic held by 
the University of Michigan in cooperation 
with the National Association of Display 





REPLACEMENT 


Over 200,000 Wigs Sold! 
NO MEASUREMENTS NEEDED 


Don't let straggly, faded wigs destroy 
the selling power of your mannequins. 
Put selling punch into your windows by 
them with Herzberg-Robbins 
All latest styles and 
Write for catalog. 


replacing 
easy to fit wigs. 
colors. 














-HERZBERG-ROBBINS, INC. 


457 WEST BROADWAY 





Industries. A condensation of his talk, in 
which he stressed the importance of atmos- 
phere in display, is given in the following: 

To enhance your displays of seasonal 
merchandise in the store, the use of suitable 
atmosphere is a most important factor. 

Practically everyone agrees with this, but 
just the same there is a great lack of this 
display atmosphere in week-to-week promo- 
tion, caused mainly by misconceptions as 
to its difficulties. 

One is the time element, another is cost, 
a third is doubt of ability to make the right 
kind of a display, and still another is the 
question of its value. 

Let us evaluate this matter of display 
atmosphere, its value and the supposed ob- 


DISPLAY WORLD 





stacles in the way of its more frequent use. 

Time element: it need not take much time 
to do a proper atmosphere job. Select the 
kind of materials that are easy to use — 
that require a minimum of preparation, 
learn a lesson from professional display- 
men. Eliminate, if possible, sawing and 
nailing — make use of a stapler and shears. 

Take fullest advantage of the various 
decorative papers and the particular effects 
you can make with little effort. There are 
fabrications the colors and textures of 
which by themselves are sufficient to make 
a good setting for many kinds of mer- 
chandise. 

Many papers have specific uses which 
will save time for you. Creped surface 
duplex paper has the quality of lying flat 
when fastened snugly at either end. No 
other tacking is necessary. The classically 
beautiful l-inch wide fluted material can 
form a background without fastening of 
any kind. 

There are plastic-coated stocks that will 
stand moderate washing and rough wear. 
They are naturals for table tops. The popu- 
lar colored corrugated papers have a variety 
of uses and offer ideal backgrounds tor 
most occasions. 

Cost: This can be kept at a moderate 
level. Several dollars will suffice, if need 
be. The most efficient system is to secure 
from your display supplier a half dozen 
basic colors of one or two kinds of fabrica- 
tions. Use what you need for each display 
and save the remainder for another time. 
Anticipate your requirements so that ap- 
propriate colors are available at a moment's 
notice. Use them freely and you will find 
your cost will be quite modest with the 
results better than you thought possible. 

The important thing is to take advantage 
of every opportunity to brighten and pep 
up your displays. Always have some fea- 
tured merchandise to maintain your custom- 
ers interest. 

Doubt of ability to make an effective 
display: the mere placing of white with 
several shades of blue around the base of a 
table and covering the top will enhance the 
showing of beach apparel. Add a strip of 
red and your customers can be made to 
think of Decoration Day or Fourth of July 
activities. 

Elaborations of these themes are many— 
cutting scallops indicates waves; stars can 
add zip to the patriotic motif. 

Giant size leaves of light green, orange, 
and dark green can simplify spring, fall 
or Christmas display. The mere adding of 
a torn edge paper frame around a poster 
can add considerable interest to your dis- 
play. 

The value of frequent use of atmosphere 
in your displays can be measured by just 
one thing — increased sales. You can more 
than balance its worth against what it takes 
to make full use of it. 

One final asset in addition to increased 
sales is the stimulus atmosphere gives to 
the salespeople in the store. The frequent 
changing tends to keep everyone on their 
toes mentally. It helps to arouse enthusi- 
asm. Folks like to trade in the store that 
acts as if it wants their business — that 
has an atmosphere of success. 
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Modern Display Equipment 
810 Penn Avenue, Pittsburgh 22, Pennsylvania 

















LEADING CHAIN ty AND DISPLAYMEN 


Did You Know- Presto 
that your jobber can supply STAPLES 


you with the Original line of To FIT Ald TACHERS 


@ Presto Staples are the finest made 


Colored — Sands nectar tage ortega 
Crystals @ Precision made 


© Guaranteed not to fall apart 

Mica Flakes @ Returnable if not 100% satisfied 

For use in: 

Cork Chips HANSEN KLINGTITE No. 3 — 
3/16", 1/4" 

snow DUO-FAST — 3/16", 1/4", 3/8" 

Snow Balls SPEEDMATIC — 3/16", 1/4" 

. SENCO — 1/4" 

Brick, etc. ARROW — 1/4", 5/16" 

COMET — 1/4" 


* 
5,000 Tockpoint staples per box 


Insist on our trademark "COLO." 
before the name item — there's a 


reason! 
+’ 


Your Jobber or Direct 


MALROS COMPANY 
"The House of Color” PRESTO STAPLE CO. 


BOX 289 DOVER, N. J. 
925 Broadway, New York City 


























HERE 
WE 
COME... 


We're on our way to show you 
our new line for Christmas ... a 
line of artificial flowers, set pieces 
and artificial foliages full of sparkle 
and beauty to help make your 
Christmas windows better than ever. 


And, if you have some late Fall 
needs, our salesmen will be glad to 
take your order for prompt de- 
livery. 


Drop us a line and well have 
our salesmen see you real soon. 


+o 


Artificial 
| Generar) Flowers and 


ais Set Pieces 


Are Better .. . by design, 
workmanship and artistic packing. 


General Display Corp. 


140 WEST FOURTH STREET 
CINCINNATI 2, OHIO 





| the International 


| glass, 


; ness of 

| grounds, 
| brassoids, copperoids, and nickeloids in tubes 
| and planes of glittering metal. 
| wrought iron were especially favored.” 





| ciation, 








Illuminated 


Christmas Decorations 
Holiday Displays that are colorful 
both day and night 


Write today for complete catalog 


KING AMUSEMENT CO. 


MT. CLEMENS, MICH. 





JUNE, 1929 


The thirty-second annual convention of 
Association of Display 
Men was held in Chicago. The convention 


| director was Allen Kagey, assisted by Carl 


V. Haecker. Howard C. Oehler was pro- 
gram chairman. Jim Everetts was elected 
president of the group, succeeding William 
Stensgaard, who had served three terms. 
Ellsworth H. Bates, Block & Kuhl Com- 


pany, Peoria, was named first vice-presi- 


dent, and L. L. Wilkins, Oklahoma City, 
second vice-president. As for the exhibits: 
“Thirty thousand square feet of space in 


| the basement exposition hall had been sold 
| to display manufacturers who constructed 


here a beautiful pageant of contemporary 
display decoratives. Maple wood and frosted 
illuminated cubes, mannequins and 
heads in many tints, fabrics, foliage and 


| flowers greeted the eyes on all sides. The 


inroads into the field being made by new 


} n 
| materials were demonstrated all around the 
| hall. Here was a booth revealing the fit- 


for fixtures and back- 
striking fabrication of 


‘Formica’ 
there a 


Glass and 


The National Display Equipment Asso- 
made up of manufacturers, was 
formed. Officers elected were: Stanley S. 
Newell, Hugh Lyons & Co., Lansing, Mich.; 
Ralph Behrisch, Decorative Plant Com- 
pany, New York City. L. J. Burke, Curtis- 
Leger Fixture Company, Chicago; Bert A. 
Landers, of the Los Angeles firm of that 
name; J. L. Bradford, Chicago, secretary- 
treasurer. 

In a “Nemo” foundation garment display 
contest, first place went to Joseph McCann, 
S. Kann Sons Company, Washington; E. G. 
Wedell, J. L. Brandeis & Sons, Omaha, 
won second, and Lothar F. Dittmar, The 
Ernst Kern Company, Detroit, placed third. 

Stanley Holly, Cincinnati, became asso- 
ciated with Onli-Wa_ Fixture Company, 
Dayton, Ohio, as special designer. 

The Boston Display Club elected these 
officers: president, Winthrop Frye, Filene’s; 
first vice-president, George Coulter, Filene’s ; 
second vice-president, George Grover, R. H. 
Stearns Company. 


JUNE, 1944 


Display Market Weeks, tentatively intro- 
duced the preceding year in Chicago and 
New York City as a war-time substitute 
for the usual convention, were held in the 
same cities with excellent results. A dis- 
play clinic in New York drew a crowd 
estimated at 1,500. 

Louis Loock was promoted to display 
manager of L. L. Perger, Inc., Buffalo, 
following the resignation of Lester Clark. 

Escher Bettis resigned as display man- 
ager for Davison-Paxon, Atlanta. He was 
reported joining the Parkchester store of 
R. H. Macy & Co., New York, in a 
similar capacity. 





DEMAND THE OLDEST NAME 
IN ELECTRIC TURNTABLES ! 


ol0:Sho 


ELECTRIC 
TURNTABLES 


Your assurance of top performance, ROTO- 
SHO Electric Turntables are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 Ibs. 18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available .. . 
Build-up fixtures too. 


MODEL 

"712" for 
LIGHTED 
MOTION 


Two-way elec- 

tric outlet, 

permits novel, self-contained lighting effects or 
operation of electrical devices while table turns. 
Will revolutionize your window trim! 


MODEL "A" 
ROTO - SHO 


Standard for the 

world! The action 

disolay-way te 

boost your sales. 
We also produce midget fractional H.P. electric 
motors, electric barbecue and Christmas tree 
turners. 24 hour delivery from stock! 


See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTS! 


KASSON DIE & MOTOR CORP. J integrity 
Formerly General Die & Stamping Co. Since 
Dept. O, 32-14 Northern Bivd. 
Long Island City |, New York 1919 








ROOM 703 


HOTEL NEW YORKER 


New Xmas Showing of 


ARTIFICIAL FLOWERS 
and SET PIECES 


FOR WINDOW DISPLAY 


POPULAR PRICED 


WITH THAT CUSTOM BUILT 
LOOK OF EXCLUSIVENESS 


Creative Displays 


225 New York Avenue 
Jersey City, New Jersey 








POSITION WANTED 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


* 
$4.00 Per Column Inch— CASH WITH ORDER 





DISPLAY WORLD 














Peter de Guard, formerly with Lord & 
Taylor, New York City, joined Marshall 
Field & Co., Chicago, as interior display 
manager. 

Laszlo Gabor, for the past ten years in 
charge of display for Kaufmann Depart- 
ment Stores, Pittsburgh, died of a _ heart 
attack. 

Replacing George Wilcox, who was em- 
ployed in a local defense plant, Frank 
Mann became display manager for Berk- 
son's, Kansas City, Mo. 

Kenneth Duncan resigned as_ display 
manager tor the Palais Royal, Washington, 
to accept a similar position with Blauner’s, 
Philadelphia. 

Ralph W. Adler, D. G. Williams, Inc., 
New York City, was reelected president of 
the National Association of Display In- 
dustries. 





ee ED ALumiNuM FoL | WIG STYLES 


First place winner of the national “Flight Versatile metal mesh decorative | : 
Right Wools” window display contest is material, in eight bright colors. | . . » Executed by master workmen with 
Donald A. Woodward, Jacobson’s, San Offers unlimited opportunities for | years of experience in making fine 
Diego, Calif., the Wool Bureau has an- me gia oe a wigs. Nu-Show wigs are soft and flex- 
nounced. : : ee sn nage, Oey pli ra ibke, equipped with rubber base and 
Prizes amounting to over $600 were R-P Expanded Aluminum Foil and Puff- steel band to make perfect fit a cer- 
awarded by the Bureau to six department ing Foil, . . . also samples of R-P un- tainty ... and you can depend on fast 
stores across the country for the best wool expanded, and non-expansible aluminum service. Write 
clothing travel windows. The contest was Foil patterns. . . . Especially adaptable 
sponsored jointly by the Bureau and Pan for Fall and Christmas displays. 


American World Airways. | | 
Other winners were: John Houswood, RESEARCH PRODUCTS | NU-SHOW DISPLAYS 
Adam Meldrum & Anderson Company, Buf- CORPORATION | 97 SIXTH AVENUE, N. Y. C. 13 


talo, second; Andrew Scardino, Jr., Hous- 1015 E. WASHINGTON AVENUE | Tel.: Barclay 7-8974 
ton Trunk Factory, Houston, third; Carl MADISON 10, WISCONSIN | 


James, Mandel Brothers, Chicago, fourth; 
Sidney Ring, Saks-Fifth Avenue, New York 
City, fifth, and Leo X. Romano, Hachar’s | P 
Department Store, Laredo, Texas, sixth. Kid | E, 
Judges for the contest were Ford Perine, | 5 ove m 
oe ee of an —, Earl | | A "Frostee" IGLOO 
Yash ‘omen ’'s ‘ear Daily, and R. C. 
2 ’ : if WILL STOP EVERYONE 
Kash, editor of DISPLAY WORLD. A | 
majority decision was reached after ex- | | It's simple to erect inside or 
amination of photographs sent in by par- \  e* outside. Write for instruc- 
ticipating store display directors. The con- i ee - iatee Bm eee ame 
test was limited to the 21 cities in which ee ae we Mn ae Ne ade cae 
a teal mp iil sills -. iy ee. Se oe. FLAKES — SNO CHUNKS — 
an American las regiona OTIces, PP. P a , 2 ‘ FINE SNO. 


today for literature 
showing our full line. 






































"Vari-Krom" Makes Possible TS of teas FROSTEE SNO CO. 
Striking New Effects iid a ANTIOCH, ILLINOIS 


The laboratories of Breinig Brothers, Inc., 
have developed and now have available 
“Vari-Krom,” a finish which in one single 
spray operation produces a fascinating tile, 
tough, multi-color textured finish that is 
dry minutes after applying. Hundreds of 
varied chromatic globules compounded by 
a patented formula into one synchronized 
coat of paint produces striking and novel 
effects. By proper formulation and applica- 
tion many types of effects can be simulated, 
such as marble, stone, leather, and spatter. 
The material needs no special technique and 
is used with standard spray equipment. 

Jecause it covers solidly with a heavy 


' » ot tS , Cc, on 
: yor ot 1 ' . BR. 
: res , wernt R E OCHSENBEIN Morph trex ke 
° tT? Oe ° , ” ° . : ef ot gett cri® ic Representing en ty ne 
film thickness “Vari-Krom” eliminates most , ‘ . a 


“BLIKKFANG" 
TORGET 8, OSLO, NORWAY 














s. 


, gyart Middle Eastern States Stat, 
expensive surface preparation and covers ‘a ¥ ¢ , 

rough surface imperfections magically. As | | 
a result, low grade materials can be trans- 
formed quickly into luxury looking jobs. 
For colors and further information write 
Vari-Krom, Inc., 659 First street, Hoboken, 
N. J., national distributor of the product. 
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CHRISTMAS UNITS AT 
ONE-FOURTH PRICE 


GROUP ONE—INTERIOR 

White wire post and wall units (3 sizes), specially designed 
for use with ornaments. 660 yards of 2-in. feathered garland. 
GROUP TWO—TOY WINDOW 


1—Santa as Sleigh-Loader. 4—Pixies, positions varied. 
1—Standing Deer. 4—Deer Heads. All are full-round and 
mache-sculptured. 


1—Sleigh of wood and metal. 


Beautifully executed by well-known manufacturer. 


It interested write— 


WHITNEY’S, San Diego 1, California 


A REVOLUTION IN THE PRESENTATION 
OF MODELS — MANNEQUINS IN MOTION 


Exclusive Manufacturing License for U. S. A. 
Large Scale Production 


Fashion Display Material for Shows and Windows. Presenta- 
tion of movable automatic mannequins. Already in use in 
department stores in France and Europe. 


PATENT U. S. A. 


Inventor I. Salis is looking for a manufacturer to grant him 
the exclusivity under license for the manufacturing in series. 


WRITE— 


I. SALIS 


30, rue Saint-Ferreol, Marseille, France 








CHRISTMAS 1954 AT A PRICE 


If you have Christmas budget trouble, here’s a solution to 
part of your problem — you can purchase this mechanical 
corner toy window for exactly half its original cost. In ex- 
cellent condition. Turntable, 13 feet in diameter, over-all 
heighth 9 feet. Write— 


DISPLAY DEPARTMENT 


STIX, BAER & FULLER 


ST. LOUIS, MISSOURI 


RESIDENT REPRESENTATIVES 
WANTED 


Distributor for world’s largest manufacturer of Cloth Display 
Flowers and Foliages requires resident representatives. Must 
be experienced for protected territories. Air mail resume 
now. 


TEDEL DISPLAY CREATIONS, INC. 


1001 H. STREET, N. W. 
WASHINGTON 1, D. C. 








DEALERS OR DISTRIBUTORS WANTED 


to handle the most modern line of store equipment available. 
Exclusive territory. We render designing and selling assistance. 
Abundant margin of profit. 
Address BOX 6EF 
Care of DISPLAY WORLD 











AN OPENING! 


Due to a last minute unexpected change in personnel, we have 
immediately available one select sales territory. Contact Mr. 
Leslie at the NADI show or wire home office at once for details. 


DUPLEX DISPLAY & MFG. CO., 916 Arch St., Phila. 7, Pa. 


HARTER DISPLAY STUDIO 
FOR SALE 


Established retail business, Rockville Centre, Long Island, N. Y. 
Long known as the outstanding display center in the New York 
area. Specially built building for lease, includes big studio 
showroom, tile floor, large display windows, interior shadow 
boxes, fully wired. Approximately 5,000 sq. ft. Large work 
area. Possession in time for usual big Christmas trade. Can 
more than pay for itself first season. Principals only. 


Write R. C. Krueger, General Manager 


METAL GOODS CORPORATION 


640 ROSEDALE ST. LOUIS 12, MISSOURI 








SALESMEN WANTED 


Nationally known manufacturer seeks sales representation 
to display mfg., jobbers, wholesale florists and chains for 
complete line of wreaths and roping for Christmas and 
other display items. All territories open, top commissions 
paid. Desire salesmen carrying other lines to represent 
us. Give full particulars including lines now carried. 


JONES, The Holly Wreath Man 


MILTON, DELAWARE 








SALESMEN 


Well known Display Novelty Concern with Nation-wide cover- 
age and following has openings for experienced salesmen, to 
carry our line exclusively in the following territories: 


New England, Upstate New York, Pennsylvania, Midwestern 
States, West coast. 


Give full information in first letter. All replies treated in 
strictest confidence. 


Address BOX 6I1J 


Care of DISPLAY WORLD 








DISPLAY WORLD 
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FOR SALE 


Ww 
PRINTASIGN 
Model CSS 
in good condition. 
Only 3 years old. 
Complete with table. 


Ww 
Address Box 6FG 
Care of Display World 


SALESMEN 


Very practical, 
decorative and functional 
wrought iron line and sea- 
store decorative 
foliage and novelty line. 
Desire salesmen of proven 
ability for Western, Mid- 
western, Eastern, and 
Southeastern territories. 
Unusually attractive com- 
mission and bonus ar- 
rangement. 


FOX DISPLAY 
COMPANY 


1616 CAMARON STREET 
SAN ANTONIO 1, TEXAS 


modern, 


sonal 


Better Connection Wanted 
Advertising and Display man now 
assistant manager department store, 
desires connection with better fu- 
ture. Wide experience. Anxious 
associate directly wih owner or 
management. Family man. 

Address Box 6KL 

Care of DISPLAY WORLD 


Salesmen Wanted — Sel! Western 
display products to dept. stores, 
mfrs. and display jobbers. Com- 
plete line of sandblasted grotesque 
woods, display stands, natural dec- 
orative materials. Good commis- 
sions, repeats, protected territories. 
Write for details. DEPT. D, P.O 
Box 373, Reno, Nevada. 




















Position Wanted—Display manager 
desires change. Prefer high class 
ladies specialty shop in mid-West 
or South. Age 34. 11 years experi- 
ence. Excellent card writer. Pho- 
tos and references upon request. 


Address Box 6HI 
Care of DISPLAY WORLD 


Position Wanted 


DISPLAY MANAGER OR 
ASSISTANT MANAGER 


Graduate of Pratt Institute, Art 
Career School, 9 years experience 
with world’s largest store in New 
York. Want association with bet- 
ter promotional department store 
or top fashion store. Capable of 
designing, following through pro- 
motions in both windows and in- 
teriors, handling all merchandise. 
Will relocate anywhere. 


Address Box 6JK 


Care of DISPLAY WORLD 








FOR SALE 
12 Units Al Bliss Christmas 
Carols 
White figures in shadow boxes 
Red frames and gold lettering. 
SMITH & WELTON INC. 
300 Granby St., Norfolk 10, Va. 








WANTED—Display man or woman 
in specialty store near Boston. 
Advise if you have other skill, 
ability or experience useful for 
other store work. 


Address Box 6MN 
Care of DISPLAY WORLD 








FOR SALE 


AT LESS THAN HALF PRICE 
SILVESTRI MECHANICAL 
CHRISTMAS ANGELS 
Used once. As good as new, 
immediate + ora 
Violin Player... ..$135.00 
Viola Player... ....- $120.00 
French Horn Player .....$150.00 
Band Leader... $145.00 
Photographs available on request. 
Address or Call: 
RICHARD A. STAINES 
Display Director 


VANDEVERS 


TULSA, OKLAHOMA 


DISPLAY MAN 
WANTED 


Nationally known department 
store chain expanding in Cen- 
tral Michigan location. Has 
opening for young man inter- 
ested in display work. Ex- 
perience helpful but not neces- 
sary. Unlimited progressive 
opportunities and top employ- 
ment benefits. Confidential 
replies. 


Address Box 6DE 


Care of DISPLAY WORLD 


Well Established Pacific Coast 
DISPLAY COMPANY 
FOR SALE 
or lease with option buy. Fine 
location in major seaport city. 
Top financial rating. Long 
lease. 3eautiful showroom. 
Owner wishes to retire be- 

cause of poor health. 

Address BOX 6AB 
Care ot DISPLAY WORLD 
or for appointment in New 
York City, June 19-21, write 
Mr. C. C. Reynolds, Hotel New 

Yorker, New York City. 











Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 


Display Salesman. Alert company 
in Cleveland, O., requires represen- 
tative in display field. Wood and 
allied products. Excellent credit, 
well-equipped shop. Representation 
needed in Chicago, Cincinnati, 
Pittsburgh and surrounding areas. 
Commission basis. Write fully. 
Address BOX 6GH 
Care of DISPLAY WORLD 











STORE FIXTURE 
JOBBERS WANTED 


Write for full details to— 


Display Craft Mfg. 
Co., Inc. 


3343 WASHINGTON BLVD. 
BALTIMORE 27, MD. 





SALESMEN 


National known 
manufacturer of 


Exclusive 
FOLIAGE & NOVELTIES 
needs established representa- 
tion Eastern, Southern and 
Far Western territories open. 
Top Commission Rates. 


Address Box 6LM 
Care of DISPLAY WORLD 


WANTED 


Quality window trimmer for 
Northwest Michigan’s better 
grade Specialty Shop, featur- 
ing nationally advertised 
ladies’ and men’s apparel and 
shoes. Permanent position, 
good living conditions, in 
Michigan’s finest resort city. 
Give qualifications, past posi- 
tions, and salary demand in 
your first letter. 


Address Box 6BC 


Care of DISPLAY WORLD 























Representative Wanted — To sell 
imported display screen and trays 
to the trade. Liberal commission. 
Protected territories, accounts. 
Please state experience and territory 
covered. 
ASSOCIATED IMPORTERS 
1335 Market Street 
San Francisco 3, Calif. 











Additional Line Wanted—I am at 

present associated with est. mani- 

kin refinisher in L. A. Travel en- 

tire West coast. Need other lines. 

Contact me at Market Week. 
JOHN CERTO 


1858-78th St., Brooklyn 14, N. Y. 
BE. 6-4776 








Artificial Flower 
Salesmen Wanted 


To carry full line of quality 
merchandise for up and com- 
ing firm in Eastern part of 
country. 
open. 


Address Box 6CD 


Care of DISPLAY WORLD 


Various territories 








Ww 


USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD 
purpose: 
Ww 
e Positions Wanted 


Ww 
e Help Wanted 


Ww 
e Salesmen Wanted 


Ww 


e Used Equipment 
For Sale 


Ww 


e Used Equipment 
Wanted 


Ww 


e Business For Sale 


Ww 


Opportunity Exchange 


Forms Close 


JULY 5 


Ww 





JURE, 1934 














REDUCE For Effective 


Hosiery Displa 


COSTS t 4 COLLOID TREATED FABRIC 


WHILE KEEPING YOUR j \ee Today's Most Flexible and 
, Preferred Medium for 


FIRST SALESMAN” : ‘f , q | Outdoor & Interior Displays 
- = | Outmodes Papier Mache 

UP-TO-DATE a 

rarryiirex | Dip lt! Drape It! Shape It! 


| | _& | [= PLASTIC, ——Send For Trial Offer Of This 
| | | , d f Wonder-Making Plastic . . . $13.77 
, | | ‘ t 3: 3 a product o | yd. thin-weight Celastic 
4 ™ ' a * | yd. medium-weight Celastic 
| yd. heavy-weight Celastic 
SHOE FORM | gal. Celastic softener 
¢<o. INC. | qt. parting agent 


; : : ’ 10 sheets tinfoil 
Refinishers & Wig Stylists 7 AUBURN, N. Y. 


NEW YORK—152 West 25th Street Se ne US. Pot. OF. Ben Walter S, Inc. 








America's Largest Manikin 











CHICAGO — 11 South Desplaines 156 7th Avenue, New York 11, N. Y. 
DALLAS — 3007 Canton Street Algonquin 5-2308 


ya eee aie ae . National Distributors @ U. S. A. and Canada 
FACTORY-ON-WHEELS : vis Be ee ea Display and Allied Industries 


*Trade Mark of Celastic Corp. 




















Advertising Index—June, 1954 


DeGalan Co., Henry V 63 K Plastergon Wall Board Co., The 
Display Equipment C 9 Kasson Die and Motor Co Plastictoam Products 
Display Marketers King Amusement Co. 8 Presto Staple Co... 
Duplex Display & Mfg. C 9 Koester School ,; 56 Pugdin Company 
Korrect-Way ' 
Products Outside Back Cove R 
Rakeman Scenic Studios, 
L Chester 
- > . . . , - 
Laverne Originals ] R ¢ S Studios 
ro-Craft Corp. . Leni Corp., The Robert y Research Products Corp. 
Slate Plast * Reyburn Mfg. Co., The 
idil ASTICS, a. . . ‘ 
Mesita ¥ 2 ome f - M Reynolds Electric Co. 
iorida Ca w *¢ { Dal 4 . 
, ; - Russels of California 
Forest Fiber Products Co Madisonia Manikins, Inc. R °F C I 
: : ws ustic Furniture O., nc, 
Fox Display Co ; Malros Co. 
Frankel Plastic Molding Manhattan Motion Manikin 
nc. Mfrs. 
Frostee Sno Co. Manhattan Wood Letter Co. 
Masonite Corp. 
Memorial Grass Co. 
Messmore & Damon, Inc. 


S 
Sazani, Demetrios A. 51 
Schack’s, Inc.. Inside Front Cover 
Sel-O-Rack Corp. of America 
Shoe Form Co., Inc. 


G 
Garrison-Wagner Co., The 


General Display Corp. Showcard Machine Co. 


Morgan Co., The 


T Spanjer Bros. 
Muldner .o.. The if J ( 


Glo-Brite Products Inc . 
Stempler & Sons, Inc., Barney 
H N Stensgaard & Assoc., W. L. 
Hamberger, Inc., David ; ; ‘ 
Champion ize Pow . Nevada Ming Tree Co. 5 T 


; Hansen Mfg. Co., A. L. ; 
Paint ’ —_— & New York Display Mfrs. 
Hernard Mig. Co., Inc. Group 44 


“pions ae 
a : nae SG ; Tracy Parades 
(hingos & Sons, Cc. 4: ata iad io Noel Mfg. Co. 
Cohen Co., Art R. y eerie ee ee eee -_Nu-Show Displays 

Hoover & Sons Co., Joseph in — 


I O 
1.D.E.A.S. Unlimited 52 Ohlhorst, R. A. 


Opportunity Exchange 
Creative Displays, In T W 


| Things from Texas 
Chicago ( 
Twinkle Displays 


Cohen Display Equipment, U 
Harry { — ‘ 
Union Novelty Co. 


Upson Company 


Constant & Thor, Inc. 
Coronet Mfg. Co. 


Jacobson Display Materials, P Walters, Inc., Ben - 
D Tames H. Paisley Products, Inc. a W. H. Window Display Form.. 
Decerative Plant Co. ; Jones, the Holly Wreath Man 4 Parallel Mfg. Corp. Williams, Inc., D. G. 
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(*for display men) 


we think you know 
that genuine | .f!6;,60AR0 ‘products 


can help you and 





your store to make 
this Xmas your 
BIGGEST. 


PL -.80ARD 














PRODUCTS 


copyright 1954 
B. B. BUTLER MFG. CO., INC. 3150 Randolph St., Bellwood, Ill. 


‘“PEG-BOARD"' is the Reg. T.M. of the B. B. Butler Mfg. Co. used to identify its products. 


When in New York visit P.B. of New York, Inc., 11 W. 42nd St., New York City 36. Subsidiary of B. B. Butler Mfg. Co., Inc 





Introducing America’s most fashionable 
line of Handcrafted Papier Mache Forms. 


CAULMONEG, «+= 


are papier mache because: 


... even though Korrect-Way has years of experience in designing and making 
of all types of mannequins and forms out of plastic materials... WE KNOW 
that papier mache is BEST for making display forms. Papier mache is light 
... easy to pinto... and is most attractive for display purposes. Display men 
and women demand papier mache when they buy new forms. The Beau Monde 


line of standard forms is designed to meet every display requirement. 


beau monde forms are colorful 


i O O ss aes OG as » > dimensional enamel 


a new exclusive development in “Color-glo” enamel has two-tone 
finishes for papier mache forms! effect and resists marking and soil- 


ing. It is colorful and washable. 
teen 
authorized korrect-way distributors 

Atlanta, Ga.— Melvin S. Roos & Co., 181 Pryor St., S.W. 
Baltimore, Md.— Baltimore Display Inds., 7 S. Hanover St. 
Boston, Mass.—Eastern Displays, Inc., 51 Kneeland St. 
Buffalo, N. Y.—Samuel C. Dutch & Son, 487 Washington St. 
Chicago, I1l.— Hecht Fixture Co., 211 S. Wacker Dr. 
Cincinnati, Ohio—General Display Corp., 140 W. Fourth St. 
Dallas, Texas— Mr. Leonard W. Stark, Marshall Moody Bldg., 1104 Jackson St, 
Denver, Colo.— Walter W. Martin, 1622 Arapahoe St. 
Detroit, Mich.—The Art Products Co., 1425 Broadway 
Honolulu, Hawaii—Bader’s Display House, Ltd., P. O. Box 3949 
Kansas City, Mo.— National Equipment Corp., 919 Broadway 
Los Angeles, California—B. A. Jacobs Company, 855 Los Angeles St. 
Memphis, Tenn.— Wray Williams Display Co., 21-23 S. Second St. 
Minneapolis, Minn.—L. E. Hier Display Equip. Co., 23 North 6th St. 
Montreal, Quebec, Canada— Faye Perm Displays, Ltd., 8 St. Catherine St. E. 
New Orleans, La.—Wray Williams Display Co., 534 Canal St. 
Philadelphia, Pa.— Naythons Display Fixture Co., 909 Arch St. 
Pittsburgh, Pa.—Art R. Cohen Co., 810 Penn Ave. 
Portland, Ore.— Mr. Roderick S. Clancy, P. O. Box 4631 

- St. Louis, Mo.— Midwest Display Equip. Corp., 2310 Locust St. 

i San Francisco, Calif.—Kehoe Display Fixture Co., 541 Market St. 
-Tampa, Fla.—Eddie Allan, 1211 Franklin St. 


_s 














— 


oe 


ero ‘of American Fixture and Manufacturing Company, 
e300 Locust Street, St. Lovis 3, Missouri. New York Office and 


: i Stewroom: 11 West 42nd Street. 


: 


rere’ 
‘*s *)... write for this colorful complete catalogue 
showing the complete line of papier mache forms. 





